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INTER after winter, Washington Oil Furnaces have dem- 
LS secret their sound engineering—their ability to deliver 
at all times the volume of heat the user wants—to burn CLEAN, 
without smoke, soot or odors ... without trouble of any kind. Such 
performance means reputation . . . more sales . . . dealer profits 
that are not eaten up in costly servicing. Washington Oil Furnaces 
have the time-proved, fool-proof burner without wicks or moving 
parts ... the high-efficiency Down-Draft Hot-Blast that extracts 
extra heat from every gallon of fuel. This means economy of oper- 
ation that is a reality—not merely a wish. If you want to make 
money with oil heaters, get in the business right with the Line 
that is as dependable and trouble-free as our famous Washington 
Coal Furnaces. Then your sales will mean NET PROFITS. Write 
today for prices and all the facts—be ready to cash in this fall. 


GRAY & DUDLEY COMPANY =. 
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WASHINGTON HEATERS and RANGES for COAL-WOOD - OIL- ELECTRICITY 
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September 8, 


Century Washington Oil- 

Burning Furnace. Three 

sizes. Modern cabinets of matchless beauty 
in enduring porcelain enamel. 


A QUALITY HEATER 


for every Need... Every Purse 


The Washington Line is outstandingly com- 
plete, including heaters and stoves for all 
fuels, all needs—in every price class... 
from the early Cannon Heater of the 19th 
Century to the most advanced porcelain- 
enameled Circulator. You can meet every 
conceivable need with the Washington 
Line. Write for complete catalog. 


Nashville, Tennessee 











Best References 
Proved Ability! 


REFERENCES? Just lookit all the thou- 
sands of my twin brothers who have 
already grabbed off big-money selling 
jobs on paint counters everywhere. 
How are they doin’? I didn’t even have 
to ask their owners. I've seen plenty of 
fan mail come in here to Wooster. That's 
why I wanna leave home and make a 
fortune on my own hook. 

ABILITY? Shucks, I’m a big gun in 
Wooster’s 3-Point Merchandising Sys- 
tem ...a scientific method of selling a 
condensed, simplified line of only 26 
fast moving Wooster Brushes. And what 
the Wooster 3-Point Plan has done for 
paint dealers is plenty of everyone's 
brush business. 

Honest, Mr. Dealer, all I need is a 
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couple of days to show you what a , er ye : : 

money-making brush salesman I am. Here s the real scientific brush mer- ve with a suitable brush for every paint: 
; chandiser you've wanted. ing job... priced from 10c to $1.89. Strom 

You can get in touch with me through The Wooster No. 20 Variety Vender holds display box in three sparkling colon 

your jobber. He'll be glad to tell about a stock of 69 genuine Wooster Brushes ac- attracts the eye of every customer.. 


Wooster 3-Point merchandising, too. curately balanced to consumer demand takes little counter space. 


See you soon! 
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Another NEW 
ee PADLOCK made by 


Rustless metal case is 154g in. wide and 13% high. 
Cadmium-plated steel shackle has 13/16 in. clear- 
ance. Warded mechanism. Two nickel-plated steel 
keys. Packed six in a box. No. 2484 furnished 
with 41S chain. Suggested retail price . . 25c. TRADE MARK 


This NEW YALE JUNIOR PADLOCK 
No. 248 Represents Outstanding Value 
at the POPULAR RETAIL PRICE of 25- 


This sturdy padlock is sure to be a fast seller. 
It is strongly built and finished in an attractive 
Gray Lacquer. At this low price it will be a 
real volume builder for you. Retailers should 
display these YALE JUNIOR padlocks with 
the suggested retail price prominently shown. 


They will get quick action. 


Call your jobber or write us direct 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN. U. S.A. 
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THIS ROPE BUYER WANTS TO KNOW-— 





Tell him these facts 
and make a sale: 


"In the same way you save money by 
buying quality in anything that eventually 
wears out. The fine-quality article lasts 
much longer than the low-grade article. 
You buy a pair of shoes — good leather — 
fine workmanship —they‘ll outwear two 
pairs of cheap ones. Same with other 
things ... tools ... cars ... equipment... 
anything you use. And the harder the 
wear, the more you save by buying quality. 
"So that’s why I say that Plymouth Ship 
Brand Manila Rope is honestly economical. 
It‘s made of the better grades of Manila 
fiber, 100% pure and strong. It’s made with 
the greatest care and skill. Plymouth Rope 
will give you longer service—and safer 
service — because of its quality. So, in the 
long run, you actually save money.” 





“Aaa 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASSACHUSETTS, AND WELLAND, CANADA 
Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, Cleveland, 
Houston, San Francisco 


PLYMOUT 
40 YOu Cit Nasd 
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Hammer Unit No. P363 
Retail Price 
3 Phila. No. 40. Each 
6 Plumb Advertised HF81. Each. 
3 **Autograf’’ ANII1 4. Each... 


ldoz. Hammers, selling price, $15.00 


Your cost 


Hatchet Unit No. P24 


Retail Price 


Each unit complete in one box; 
order by Unit number. Prices 
slightly higher west of Denver. 


Economy Unit No. 26 

e oh Otaee on etail Price 
3 Servall Nai ammers, 
SNILY. Each $ 49 
2 Servall Nail Ham 
SPH 4. Each 
1 Phila. Nail Hammer, 
No. 40. Each 


\% doz. Hammers $3 83 


selling price .....+e+. 


Your cost 2.62 
Balanced Unit No. 36 


Retail Price 
3 Servall Nail Hammers, 
SPI1L'4. Each.... ee $ .69 
2 Phila. Nail Ha ers, 
No. 40. Each.... cies 98 
1 Plumb Advertised Nail 
Hammer, HF81. Each... 1.25 


\% doz. Hammers $5 28 


selling price ....+-+++ 


Your cost coccce 3.62 


Each Unit complete in one box; 
order by Unit number. Prices 
r slightly higher west of Denver. 








‘Offers Abs FREE 
PLONE $ | talon, 


Hash CHANGE TRAY 


7 N= 
Fe, 


Clerk tests cell in pres- | 
ence of customer — prov- 
ing RAY-O-VAC batteries | . 
are fresh! 


up change —a brilliant 
Thank You” and re 
renew his flashlight with 


Changes 


The fastest protit-producer onthecounter Ray-O-Vac flashlight deals). Order from 

. flashes “Thank You” to every cus- your wholesaler—today—now! Fea- 
tomer . . . and sells RAY-O-VAC unit ture RAY-O-VAC unit cells! They sell 
cells by dramatic suggestion. Testsshow faster because they last longer. Packed 
it quadruples sales. with NEW POWER, kept fresh by air- 
Furnished free prepaid with an order for tight wax seal, further protected by the 
144 RAY-O-VAC New Power Armored famous Armored Top— AND THEY’RE 
Top Cells (the 144 may include cells in DATED TOO. 





RAY-0-VAC COMPANY 
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ARMORED Top 


POWER Guaag rt 





FLASHLIGHT 7 me ee ug 
UNIT CELLS eee ee FLASHLcHT E tata 
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SUARANTEE 
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Here’s the automatic way to sell more __ nished free aii ach unit pack-, y 
RAY-O-VAC Armored Top flashlight age of 48 cells (also two fur-4 

batteries . . . this compact and sales- _nished free with each RAY- 4 a * 
producing counter display that tells the O-VAC flashlight deal). bd ae P 
RAY-O-VAC New Power story ... and Order from your jobber ys 9 
suggests immediate purchase! Two dis- oor send us the at- g Sa i 
play dispensers as shown above fur- To ted o=\e Molo) b} ole) ol 


RAY-O 
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Added 


FOR THE RULE YOU'VE 
ALWAYS CARRIED... 


The famous Stanley “Green End” Rule has S TA N L E Y 
TRADE MARK 


been “out in front” in sales of tool dealers 
for years. It has been a highly successful 
rule which has turned in many dollars of States. 206 
profit to thousands of Stanley dealers. “Geeemind” Rule 

A policy of constantly refining and im- ee | ee 
proving rules whenever possible resulted — 
in the pioneering of vertical marking, heavy, vertiial moerkings. 
easy-to-read graduations. A new rule was 
perfected with heavy vertical graduations 
which were easily readable when the rule 
was held up or down, right or left. 

No. 266—The new Stanley Rule — was 
immediately accepted by carpenters, wood- 
workers and all skilled craftsmen as the 
finest. most useful rule ever developed. 

Now in the improved line of fast selling 
Stanley “Green End” Rules you have rules 
for every requirement at prices that appeal 


! 
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to rule buyers. 


STANLEY TOOLS 


NEW BRITAIN, CONN. 
THE TOOL BOX OF THE WORLD 





GO ON GREEN 


The Stanley “Go On 
Green” Sales Plan is 
selling more rules for 
tool dealers. Colorful 
display cartons, dis- 
play cards, free 6” 
i pocket rules and sell- 
ing folders to go out 
in your mail. Every- A 
thing to boost Rule = 
Sales. Take advan- 
tage of this sales LEFT-RIGHT 
building program. 
Ask your jobber 
about it. 
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HE demand for WESTERN SUPER-X 
i eowtieeen Cartridges probably will ex- 
ceed anything you have experienced on one 
brand of center-fires—because your cus- 
tomers who hunt big game will not be 
satisfied with anything less than the MAXI- 
MUM power, velocity, accuracy and clean- 
liness of flat-shooting SUPER-X. 


The lengthened wildfowl season, resulting 
from a substantial increase in migratory 
game birds, means a much greater demand 
for SUPER-X shot shells —the long-range 
load with Short Shot String. Don’t lose sales 
this fall by having SUPER-X customers walk 
out to some other store because your supply 


is exhausted. 


SUPER-X Long Range .22’s will also be in 


greater demand than ever. Pest and small- 


game hunters have learned that for shocking 
power there is nothing like the SUPER-X 
.22 Long Rifle. 


BE SURE YOUR STOCKS OF SUPER-X ARE ADEQUATE! 


WESTERN CARTRIDGE COMPANY 
Dept. I-50, East Alton, Ill. 


CENTER-FIRE CARTRIDGES + RIM-FIRE 
CARTRIDGES AND SHOT SHELLS 





PROTECTED 


MOISTURE PROOF CUTTING HEAD 
CELLOPHANE 
COLORFUL LABEL WRAPPING 


TELLS ALL 
























ONLY IRWIN OFFERS YOU THIS NEW PATENTED 
PACKAGE THAT SELLS AND PROTECTS AUGER BITS 


SELLOPAK! Another sales and merchandising triumph 





FREE Dealer Hel for IRWIN that will push dealer auger bit sales to new 
, . k ? highs. SELLOPAK is regarded by jobbers and dealers 

Sales Packet as the most progressive step ever taken in the auger 

bit field — it creates consumer demand and fills a 


Irwin has prepared for dealers a 


bulging packet of helpful material to long needed want — protection for the goods. 
promote the sale of more auger bits. Here’s what SELLOPAK means to IRWIN 62T and 162T 
You will find folders, booklets and a HI-LITE FINISH bits and how it will increase your 
full color counter and window card sales and profits at NO EXTRA COST TO YOU! 


of “CHIPS” the familiar figure shown 
below. Send for your FREE packet 
today. 


1 MOISTURE-PROOF CELLOPHANE WRAPPING 
hermetically seals and protects the bit against rust, 
scratching, shop-wear, etc. It adds a touch of quality 
that consumers are quick to recognize and appre- 
ciate. 


2 PROTECTED CUTTING HEAD feature fills a long 
needed want for something to guard against damage 
to the screw point, cutting lips and spurs. It assures 
you and your customers of a perfectly conditioned 
cutting head. 

3 COLORFUL ATTRACTIVE LABEL that tells at a 
glance the stock number, size and brand — an extra 
feature that every dealer will find mighty helpful in 
everyday selling. 


With IRWIN 62T and 162T HI-LITE Finish Bits studded 
with glaring sales advantages no other brand can 
offer, dealers everywhere are swinging exclusively to 
IRWIN bits — SELLOPAK-ed to SELL. 
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HELLER NUCUT IS A GOOD FILE 


, EVERYTIME, ALL THE TIME | 


Topay file buyers go to that dealer who can give them the most 








file for the money. The file they want must do more work with less 
effort—must contribute to a healthy lowering of filing costs. 

That is why we say HELLER NUCUT is a good file to sell in times 
like these. It cuts fast, clean and true. The patented and exclusive 
‘Wavy Teeth” feature makes possible better work, leaves a smoother 
finish. Your customer won't take long to find this out, either. The 
result is more sales for you. You get the busi- 
ness instead of your competitor. 

Ask us about the HELLER NUCUT sales policy— 
there may be an opportunity for you in your 


territory. Write today. 


Mienaiite HELLER BROTHERS COMPANY 
ae NEWARK, N.J. NEWCOMERSTOWN, OHIO 






















THE FILE 
with the 
WHITE TANG 


HELLER NUCUT “WAVY TEETH’ FILES 





PROTECTED BY U.S. PAT. NO. 2,027,039 
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SHEFFIELD PURE OIL COLORS! 


30 standard colors, in tubes or cans 
beginning at 10¢ retail. All triple 
ground in pure linseed oil. In- 
comparable tinting sirength. 
Lithographed tubes (3 sizes) 

with beautiful, lacquered 
all-metal Display and 

Stock Cabinets FREE. 
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SHEFFIELD WOODFIX! Special Shef- 
field formulated woodpaste that con- 
tains no nitrocellulose. Non-ex- 
plosive. Waterpoof. Free from 
undue shrinking. Ideal for 
all wood repairs. SHEF- 
FIELD TILE’  CE- 
MENT is unequaled 
for all bathtub, 
washstand and 
tile repair- 
ing. SHEFFIELD IRUN ENAMEL! 
Heat and rust resisting, a 
high gloss black enamel 
for stoves, pipes and 
all iron work. Extra 
fine quality—at a 
price. 
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SHEFFIELD ALUMINUM PAINT: Ne can Fe 
A new and distinctive improve- 
onct ment. A real silver leaf finish. : to talk 
* teefiis!s No chalking or powdering. Will a 
MATETRineee not discolor. For all interior b qualiti 
—— and exterior surfaces. % a 
Pt. to 5 Gallon cans. 


SHEFFIELD KLEEN- 
A-BRUSH! Biggest 


10c. brush clean- =: 
er value on long li 


th . ’ £ 
—— { the “ 
that A 

portan 


SHEFFIELD IRON CEMENT! For = needs 

De*X T miss stopping leaks in water, gas, oil, 5 " | 

a single steam pipes and tanks, boilers, rad- long | 
chance to iators, furnaces, stoves, ete. 3 sizes 4 
make _— these heginning at 10¢. ‘ Sell h 
quick sales. SHEFFIELD ALUMINUM —_s 
Order at ENAMEL! Gold or Silver— SHEFFIELD T 
your jolie. a h da rd “- =" ALSO MAKES: fine Coach Japan Colors—-Aluminum Powder— Can. 
Jobbers: pints. ih itts . Aluminum Paste—Bronzing & Banana Liquids—Gold and Colored Bronze 
Wire or Powders—Crack Filler—Liquid Glue—Gasket and Rim Shellac Compound— 
write for Kleen-A-Paint—3-Star Floor Cleaner—Touch-Up_ Black Enamel—Decorative 
discounts. Stencils—Water-Applied Transfers—Pipe Joint White—Poster & Showcard 

Colors—Liquid Porcelain—Linoleum Paste. 


Sheffield Bronze fowders Stencil C 


Clevelamad, OZio 
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00K i HERE’S WHERE TO GET 
MORE FENCE BUSINESS | 





Modern farming demands good fences. 
And many farmers don’t have enough good 
fence where it will produce greater farm 
profits. Look for these examples right in 
your own community. 





ALL on farmers and sell them on 


A the need for better fence. And be 


sure to tell them that you sell Ameri- 


can Fence and Posts. You won’t have 
to talk long about the rust-resistant 
qualities that make American the 
long-life fence, for farmers all over 
the country have known for years 
that American Fence will last. Its im- 
portant structural features fit their 
needs in modern farming. And its 
long life fits their pocketbook, too. 
Sell this better fence—U -S-S Ameri- 


can. Then watch fence sales go UP. 


1. FIELDS WITHOUT FENCES 


Many farmers have divided fields into small 
units for crop rotation, but have not pro- 
tected them with adequate fences. Good 
fence is necessary if farmers want full profit 
from each field by grazing cattle in some of 
them and still protecting crops in others. 


3. MAKE-SHIFT FENCES 


Make-shift fences keep profits away from 
your store. Make a note of these fences in 
your neighborhood. Farmers know that these 
fences are profit-leaks on their farms. Remind 
them that good fencing pays and you will 
bring more business to your store. 


U-S°S AMERICAN FENCE 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 
COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Products Company, New York, Export Distributors 


2. BROKEN-DOWN FENCES 


How many fences in your community look 
like this? These run-down fences are costing 
your customers real money in damaged crops 
and sick livestock. Show farmers how little 
it will cost to replace weak or broken fences 
with good, sturdy fence. 


4. SPLIT RAIL OR STONE FENCES 


These fences aren't exactly make-shift — 
they’ve just hung around long beyond their 
time. They belong to history, not to a mod- 
ern profit-making farm. Most farmers intend 
to replace these fences with modern wire 
fence that can be moved for crop rotation. 


and POSTS 





UNTIED STATES SIEEL 

















1 were all 
ADVERTISING MANAGER 








That's just one of the talks to be delivered 
anonymously by a masked speaker that will 
set every man thinking at the Annual Con- 
ference of National Industrial Advertisers 
Association in Cleveland, September 21-23. 
A second masked speaker will tell what he 
would do if he were a publication repre- 
sentative. 


We're not going to tell you much here—just 
highlight the program enough to make your 
mouth water and your brain tingle. 


T. M. Girdler, Chairman, Republic Steel Corp- 
oration, is scheduled for the opening address 
and when “T. M.” talks he says something. 


J. H. McGraw, Jr. will talk on “What I Would 
Do Now If I Were An Industrial Advertising 
Manager.” 


The new Publisher's Statement will receive 
full discussion. 


Clinic sessions, so popular last year, will 
again cover a wide range of interesting sub- 
jects. Two half-day sessions instead of one. 


A general conference session will cover such 
subjects as "Preparing the Plan”, “How to 
Gather Usable Material”, “Copy Technique”, 
“How to Sell Management”, “Co-ordinating 


Sales and Advertising” and “How and Why 
to Use an Industrial Agency.” 


Another session will deal with “Problems of 
the Small Advertiser”, “Production Prob- 
lems”, “Public Relations”—and there are 
many others. 


If I were an Advertising Manager, I certainly 
would start now to make plans to attend the 
16th N. I. A. A. Conference even if I had to 
hitch-hike to Cleveland. And I would send in 
my advance registration now to—Ed. Bossart, 
Bailey Meter Company, Ivanhoe Road, 
Cleveland, Ohio. 





IF I EMPLOYED AN apveatisina | 
MANAGER-—! would make certain that he at- 
tended this Conference, because changing times 
and markets demand a changed viewpoint—a 
new viewpoint that can be obtained only by 





hearing discussions by men whose experience 
is up-to-the-minute—right up to September 21st. 
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NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 


CHICAGO, ILLINOIS 
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United States Rubber Company 











U. S. Rubber Products, Inc., New York, N. Y. 


ALSO U, S. ELECTRICAL WIRES AND CABLES, LINEMEN'S BLANKETS, SWITCHBOARD MATTING y 
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HON-RAVELING 


RING 
TRAIGHT TEA 
wen TENSILE STRENGTH 


LATING 
HIGHLY INSU 
STRONG ADHESION 








Sticking to its job of providing 
permanent insulation wherever 
applied, SECURITY is the quality 
tape that lives up to its name. 
Not merely tacky, its adhesive 
compound is of the strong, rub- 
bery type that sticks and holds. 
That's why “live wires” depend 
on Security .. . the quality tape. 


OEGURITY 


SECURITY BEYOND PRICE 
AND SPECIFICATIONS 
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Whol weber eo CHAMPION 7 


IN FINE DOGS: IN SASH CORD: 





Step No. 1|—Back of every great dog is painstaking selection Step No. 1—Top quality sash cord starts with careful selec- 
and experienced judgment in line breeding. Ancestry counts tion of the staple cotton. Wise manufacturers buy and in- 
tremendously! spect the cotton that goes into their product. 

Step No. 2—During the growing stage, close attention te Step No. 2—After the cotton is cleaned and carded, it is 
proper feeding, exercising, general health, coats, etc., is of spun on the latest type spinning machinery into high grade 
vital importance. yarn. Absolute control of yarn quality by the mill is essential. 
Step No. 3—When the dog is ready to show, skillful train- Step No. 3—Efficient modern braiding methods and expert 
ing and clever handling for field work or for bench are de- polishing play a big part in the final form and quality of 
ciding factors in the dog's showing the cord. 

Step No. 4—Skilled supervision of every step—careful Step No. 4—Couple these sound manufacturing steps and 
breeding, correct raising, and wise handling in showing— quality with prices that are right—and you have the reason 
brings the dog to the coveted award: CHAMPIONSHIP! why PURITAN is winning sales over all competition! 




















THERE 4S 
NO SUBSTITUTE 
FOR QUALITY 








Champion English Springer Spaniels: 


JUANA—A.K.C. Ne. 922620 PURITAN CORDAGE MILLS. Inc. 


THORSDALE BLACK KNIGHT—A.K.C. No. 876829 LOUISVILLE, KY. 


Be 
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No. 9818 
SOLID 22-K 
COPPER CASE 





FOCUSING SPOTLIGHTS and BATTERIES 


LUG-in right now—go to town with this new flashlight bringer-in of 

home-run volume! . . . Winchester 59¢ Special 2-Cell Focusing 
Spotlight has cuenta eae appeal galore! spon Super-Speed- 
lined styling. 

Heavy, durable construction with case of seamless solid 22K cop- 
per. ... Positive lock “off” and “on” switch. ... Recessed octagon 
non-rolling lens ring. . . . Brilliant reflector. ... Mazda bulb. . . . Candle- 
light feature. ° 

In Combination Offer K-59 
Your Cost: *4.78 Retail Value: *7.14 
Order yours NOW. Available only in Special Combination 
Offer No. K-59, consisting of six No. 9818 Special 2-Cell Focus- 
ing Spotlights in Si-Me Twin multi-color counter display and 
48 No. 1511 Winchester Super Seal unit cells, in separate col- 
orful display package. 


Ask your Jobbers. Salesman for full details 
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HOW GENERAL ELECTRIC WILL 
PROMOTE LIGHT CONDITIONING 
NATIONALLY THIS FALL 


a r 


G-E Light Conditioning dealers, supplied with special 
information, materials, and adequate lamp stocks will 
be specially trained to offer a light conditioning service. 


i. % ae 
é ; he | ti 


Nine full pages in the Saturday Evening Post, seven 
in Collier’s, and six in Liberty will constitute the back- 
bone of the light conditioning advertising campaign. 





y NK 5 
Pe . AIN DEAL * DAILY 2 
1.EVELAND vi. ona] NEws ey, 
CLE , ’ Sita poe 2 


BY FAST! b 






Sas Seo ae B 
Leading newspapers in many of the nation’s major 
cities will serve to point up General Electric’s light con- 
ditioning campaign in local communities. 

















ENERAL ELECTRIC plans the biggest promo- 

tional campaign in lighting history this fall 
to develop the principle of Better Light-Better 
Sight. The theme of this campaign will be Light 
Conditioning. 


POINT ONE in the campaign embraces the crea- 
tion of “light conditioning dealers” who will be 
able to recommend the right size bulb for every 
lighting need .. . and so offer a light conditioning 
service. They will be developed from enterprising 
G-E lamp agents who will be given a special course 
of training to qualify them as light conditioning 
specialists. 


POINT TWO is a concentrated magazine adver- 
tising campaign in the Saturday Evening Post, 
Collier’s, Liberty, American, Cosmopolitan, and Red- 
book... including 22 full pages within approxi- 
mately sixty days’ time. The full page advertising 
will start about September 15th and run through 
the latter part of November. 


POINT THREE will be concentrated newspaper 


advertising campaigns in many of the major cities 
of the country—an extra barrage during the fall 
“lamp buying” season. 


* * * 


Tie in with General Electric’s fall campaign by 
displaying lamps in your window, on your coun- 
ters, and in your store. Make it headquarters for 
MAZDA lamps made by General Electric. General 
Electric Co., Dept. 166, Nela Park, Cleveland, O. 


Listen in—the G-E Hour of Charm with Phil Spitalny’s all girl orchestra, every 
Monday evening, 9 to 9:30 E. S. T., N. B.C. Red Network... beginning Oct. 3rd. 
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VOLUME 
SALES 























“I’m speaking for the painting contractors of 
America,” says the gentleman holding the key. 
“During the course of a year, each one of us 
lands dozens — sometimes hundreds — of con- 
tracts for painting homes, schools, business 
buildings, etc. Jobs like those mean big orders 
for paint supplies. 

“Who gets our business? In the vast ma- 
jority of cases, it’s the store that sells us our 
white-lead. The place where we buy white-lead 
just naturally gets the balance of our order.” 


That makes it your move, Mr. Dealer. The 
winning play is not hard to see. Stock and 
push Dutch Boy White-Lead—the No. 1 white- 
lead with painting contractors for many years 
—the item that attracts the volume buyers. 


Selling Suggestion 


One sure-fire method for attract- 
ing painters’ business is a Dutch 
Boy Department. Stage a get-to- 
gether of your Dutch Boy prod- 


WHERE PAINTING CONTRACTORS “SE? ucts and line them up in a good 


position on your shelves. That 


BUY THIS DUTCH BOY f tells painters how well-equipped 
... they also ALL-PURPOSE H you are to serve them. It has paid 
buy these SOFT PASTE i out in store after store. 


_ WHITE LEAD 
ag DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
St., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh ; 
John T. Lewis & Bros. Co., Widener Bldg., Philadelphia 
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Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum is a registered trade-mark of The Carborundum Company) 
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FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
Western O ffices and Plant, Kankakee, Ill.; Sales 
Offices: Merchandise Mart, Chicago; New 
York, Boston, Atlanta, Dallas, San Francisco. 
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This live Florence line is no gamble. Experienced 
dealers know these marvellous Oil Heaters come 
through for them. And why not? This big line has 
everything—a selection to fit every need, eye appeal, 
pocketbook appeal, a familiar and respected name, 
and a reputation for modern beauty, economy and 
dependable comfort. There’s a good profit for you 
on every model, whether it’s a Circulating, Radiant, 
or Cabinet Heater, or a Kitchen Heater—and this 
also goes for the much discussed new Dual Oven 
Combination Oil and Gas Range. They’re all priced 


right to sell fast. 
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PRICE NUT 


There’s a place in every dealer’s stock 
for a thoroughly reliable line of sport- 
ing arms that can be merchandised on 
the appeal of low price. 


Springfield Brand Rifles and Shotguns 
fill that need exactly. 


They are not “cheap” in the sense that im- 
portant details of quality are sacrificed in 
order to attain a certain price. They are 
efficiently produced on a large scale, in a 
modern, well-equipped plant. 


They represent the Nations outstanding val- 
ues in the low-price field. 


You can sell Springfield Brand Rifles and 
Shotguns with full confidence that they will 
give purchasers thoroughly satisfactory service. 


Ask your wholesaler for prices. 


CRACKING the 


No. 94—Single Barrel Shotgun. 
Barrel of Selected forged steel. 
Walnut,Stock. 

No. 311—Double Barrel Shotgun. 
Barrels of blued selected forged 
steel, tested with nitro powder. 

No. 39—.410 Bore Bolt Action Re- 
peating Shotgun. Tubular mag- 
azine. 

No. 38—.410 Bore Bolt Action Re- 
peating Shotgun. Clip magazine. 

No. 37—.410 Bore Bolt Action 
Single Shot Shotgun. 

No. 15—.22 Single Shot Rifle. 
Youth’s size. 


SPRINGFIELD 2:2< 


@ 


Manufactured by 


J. STEVENS ARMS COMPANY Division of SAWAGE ARMS CORPORATION 
CHICOPEE FALLS, MASS 


ico. A 





THE SPRINGFIELD LINE 


No. 83—.22 Single Shot Rifle. 
Man’s size. Open sights. 

No. 083—Same as above with peep 
sights added. 

No. 84—.22 Repeating Rifle. 5-shot 
clip magazine. Open sights. 
No. 084—Same as above with peep 

sights added. 
No. 86—.22 Repeating Rifle. Tub- 
ular magazine. Open sights. 
No. 086—Same as above with peep 
sights added. 

No. 87—.22 Automatic Rifle. Loads 
and ejects automatically. 

No, 087—Same as above with peep 
sights added. 
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‘When you stock and display Atkins Saws, many powerful 
forces combine to help you get the cream of the business in your com- 
munity. Atkins Saws are an American institution. For nearly a century 
the long life and “continuous performance” of teeth that bite have built 
customer confidence and good will. And Atkins’ consistent consumer 
advertising . . . appearing in Country Gentleman, Popular Science, 
The Carpenter, Successful Farming, Popular Mechanics, Farm Journal 
and Progressive Farmer... constantly directs customers to the nearest 
hardware store. 


Cash in on the nation-wide reputation of Atkins Saws...on Atkins sound 
advertising and merchandising cooperation. Feature Atkins wood and metal 
saws, files, etc. in your window and store... and step up profitable sales. 


E. C. ATKINS AND COMPANY, 410 S. Illinois Street, Indianapolis, Indiana 
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CERTIFIED SAWS, SAW TOOLS, 
MACHINE KNIVES, ETC 
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WOOD'S “ARROW POINT” 





Even wear along the edge pro- 
longs the useful life of Wood's 
“Arrow Point” shovels. 


Note the ‘‘boot-jack”’ pattern... 
familiar to all users of ordinary 
round-pointed shovels. 



















WOOD'S “ARROW POINT” 
MEANS EXTRA YEARS 
OF USEFULNESS 


Simple? Sure it is . .. so simple that it takes about 20 
seconds of your time to show a customer why Wood’s 
“Arrow Point’ design is what he wants in a round- 
pointed shovel. 


Here’s the story. On round-pointed shovels, the great- 
est bulk of material passes directly over the point. 
Naturally, therefore, the center area wears back much 
faster than the sides, with the result that the shovel 
blade takes on the familiar “boot-jack” shape and 
loses its usefulness. On Wood's “Arrow Point” shovels, 
a raised ridge runs down the center at the shovel 
point. Like the bow of a boat in water, this thrusts 
the material from the center toward the sides... 
counteracts uneven abrasion and makes it easier to 
get the shovel into the material. 


Wood’s “Arrow Point” is available in size No. 2 
shovels of the “Wood,” “ Stuart,” “ Piqua,” “ Big Fist” 
and “Moly” brands. Other features of these famous 
shovels are the Closed Back, Turned Shoulder, Tapered 
Socket, Heat-Treated Blade and Socket, and “Moly-D” 
Handles. See your jobber. The VW/ood Shovel and Tool 
Company, Piqua, Ohio. 


If It’s a WOOD—It’s Good! 


SHOVEL MAKERS FOR THE WORLD 


SHOVELS 
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Informal Editorial Comments 





“CLUTTERED CHAOS”— 


On a page devoted to ads and 
stories about a wide variety of 
vocational school courses, The 
New York Post (page 12, June 25, 
1938) tells of available display 
training, particularly retail win- 
dow display studies. In this con- 
nection the following comment is 
made: “Making the shop window 
look like Fifth Avenue and not 
like the cluttered chaos of a hard- 
ware store display is one of the 
arts taught in vocational schools 
to those entering a field that has 
been so reformed as to be really 
new.” The ifalics are ours to em- 
phasize a gratuitous comment by 
this unidentified newspaper writer. 
I don’t know who he is nor how 
competent he may be to pass judg- 
ment on any displays in hardware 
or other types of stores. But I do 
know that this kind of comment 
i; adverse publicity for the retail 
hardware trade. It unfairly en- 
courages more consumers to hold 
a similar poor opinion regarding 
the way in which the hardware 
stores handle their display prob- 
lems. All general statements that 
criticize a vast distributing indus- 
try are thoroughly unfair. This 
broadside, “‘wise-crack” comment 
is unwarranted and should be 
protested by all hardware men liv- 
ing or working in the area which 
enjoys the circulation of this news- 
paper. There are admittedly too 
many hardware stores whose dis- 
play ideas justify the “cluttered 
chaos” suggested but by no means 
can this blanket indictment be 
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considered a fair, accurate or even 
an intelligent appraisal of all the 
retail hardware stores in_ this 
country. There are thousands of 
attractively arranged hardware 
stores having excellent, frequently 
changed window and interior dis- 
plays. Our own photographic files 
prove this. The results of many 
national window display contests, 
with open competition from all 
kinds of dealers, offer further evi- 
dence that there are many out- 
standing window display experts 
in the hardware ranks. Hardware 
stores are always among the major 
award winners in such contests 
and often are found among the 
first five or six leaders, both for 
the number of major winners and 
the quality of their display en- 
tries. 


ELECTRIC RAZORS:- 


As this page is written there has 
been a decline in the prices of 
well-known electric razors or dry 
shavers. The Electro-Shaver 
is reduced from $15 to $7.50; 
the Roto-Shaver is reduced from 
$18.75 to $12.50; Schick’s Dry 
Shaver is down from $15 to 
$12.50 and a large New York de- 
partment store offers the Chal- 
lenger electric razor at $1.98. 
Newspapers carried stories on this 





By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


situation, quoting various manu- 
facturers and hinting that a wide- 
spread “price war” is on. The 
statements from executives of elec- 
tric razor factories indicate con- 
fusion and a marked difference of 
opinion. As a result, wholesale 
and retail distributors are also in 
a quandary with the natural ques- 
tion in mind “what is the right 
price and how soon will there be 
stabilization in this field.” The 
electric razor has enjoyed an en- 
viable, rapid growth and has 
forced many hotel and apartment 
house operators to install electric 
outlets in bathrooms. The newer 
special railroad trains are doing 
the same for the use of 36-volt 
razors which many, if not all, of 
the factories produce in addition 
to the  converitional 120-volt 
models. A recent HARDWARE AGE 
survey indicates that more than 
50 per cent of all retail hardware 
stores and about 47 per cent of 
all hardware wholesalers are sell- 
ing one or more electric razor 
lines. Therefore, this current up- 
set market is of vital concern to 
hardware men. To help clarify 
this situation we have invited all 
known producers of electric razors 
to state their price policies and 
plans for publication in the market 
report section of this issue. A con- 
dition like this calls for frank and 
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ELWEL 
COW TIES 





Sell American when you sell Chain 


@ Elwel Cow Ties represent 
one of the many opportunities you have to sell 
American Chains this month. You can afford to 
display and remind customers of Elwel or Tenso 
Cow Ties, Elwel Machine and Coil Chain, ACCO 
Log Chains, Tenso Halter and Dog Chains, Ajax 
and ‘Elwel Breast Chains, Anti-Spreader Chains, 


Weed Bull Farm Tractor Chains and other popular 
American Chain items. 

Give your American Chain stock a chance to 
sell itself. Display it where customers can see if. 
They know the American Chain brands and like 
them. Trade on this fact to make plenty of 


profitable sales. 


AMERICAN CHAIN DIVISION /» 
AMERICAN CHAIN & CABLE COMPANY, INC. . 
BRIDGEPORT, CONNECTICUT FW 
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full explanation to the end that 
wholesalers and retailers maintain 
full confidence in the electric razor 
lines they are offering for sale. 


HARDWARE AGE 
SPECIAL:— 


Hardware wholesalers and 
manufacturers who come from the 
Chicago area, or other western 
points, to the October convention 
in Atlantic City will welcome the 
news that the HARDWARE AGE 
SPECIAL train will again be avail- 
able. Leaving Chicago, Saturday, 
Oct. 15, at 11 a.m., this modern, 
all-Pullman through train arrives 
in Atlantic City on Sunday morn- 
ing, Oct. 16, at 9 a.m. Details of 
the schedule, connections, etc., are 
given elsewhere in this issue. This 
through train obviates the annoy- 
ing change at North Philadelphia 
station and makes possible a won- 
derful pre-convention “get-to- 
gether” which has become one of 
the highlights of the annual con- 
ventions when held at Atlantic 
City. The route is via the Penn- 
sylvania Railroad, as _ before. 
Tickets from all points using this 
special train, via Chicago or other 
connecting points, may be ob- 
tained from all railroad ticket 
agencies. Should any hardware 
man have difffeulty arranging his 
schedule to join up with this train, 
please write to the HARDWARE 
Ace Editorial Dept., 239 West 
39th St., New York City, and the 
problem will be handled com- 
pletely and promptly. 


BUILDERS’ 
HARDWARE:— 


In this issue is the first chapter 
of the Advanced Course of the 
educational editorial series “Tak- 
ing the Mystery out of Builders’ 
Hardware.” In this new group of 
articles, Adon H. Brownell brings 
the student-readers (who have fol- 
lowed the Elementary and Inter- 
mediate Courses) into the more 
intricate phases of the craft. The 
Advanced Course should interest 
not only these student-readers but 
also a great many experienced 
builders’ hardware men who will 
enjoy this opportunity to refresh 
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their own minds on the subject. 
It is an interesting coincidence 
that as this Advanced Course gets 
under way the annual convention 
of experienced builders’ hardware 
engineers is also getting under way 
at Pittsburgh. J. Harold Dumbell, 
president, The National Associa- 
tion of Contract Builders’ Hard- 
ware Distributors Inc., has hearti- 
ly and publicly endorsed the 
Harpwake AGE series on builders’ 
hardware and has characterized it 
as one of the greatest and most 
needed contributions to the indus- 
try. This association has also 
been carrying on some valuable 
educational work, not alone on 
the problems of handling contract 
jobs but also on the increasing 
problem of keeping a_ builders’ 
hardware business or department 
on the profit side of the ledger. 
In this activity considerable 
thought has been given to costs 
methods, the keeping of proper 
records, greater accuracy in mak- 
ing quotations and other manage- 
ment angles. In such a discussion 
there is the inevitable problem of 
manufacturers competing with dis- 
tributors which has long been a 
sore spot with the distributors. 
In past executive sessions and 
in informal talks with distribu- 
tors, during these conventions, 
there seems to be an endless chain 
of examples where manufacturers 
will sell not only contractors but 
apparently anyone with cash no 
matter how small the amount in- 
volved. 


CHICAGO SURVEY:- 


Under the direction of Secre- 
tary-Treasurer J. C. Amis, the 
Chicago Retail Hardware Associa- 
tion “shopped” the Chicago 
branch offices of about 25 well- 
known builders’ hardware fac- 
tories. The shopper was not seek- 
ing a complete finish hardware 
job but merely an odd item or 
two in each manufacturer’s line. 
He stated that he was building his 
own house and garage and did 
not even pretend to be a contrac- 
tor. In all but one or two notable 
instances he was able to buy the 
goods at dealer prices or close to 
dealer prices. This is wrong. It 





is not in the best interest of har- 
monious producer-distributor _re- 
lations nor is it economical dis- 
tribution. Most of the items were 
customarily in stock with many 
Chicago area hardware stores and 
were not odd or unusual items not 
being stocked on which the manu- 
facturer could argue “it was a 
convenience sale on an item not 
normally stocked by the stores.” 
And, worst of all, the prices were 
too close to the dealer’s cost which 
sounds like poor business with a 
plus. If distributors are to be suc- 
cessful with builders’ hardware 
departments, they must carry ade- 
quate stocks on staple items. But 
they can’t afford to carry stocks 
if the manufacturers are going to 
compete with them on small retail 
quantity sales at nearly wholesale 
quantity prices. Further, from the 
“cost of doing business” angle it 
is a serious question whether or 
not such direct-to-consumer sell- 
ing cost is not so prohibitively 
high that, in the manufacturer’s 
own self interest, such sales 
should be completely discouraged. 


RETAIL 
DEMONSTRATION :— 


The National Retail Dry Goods 
Association, the department store 
organization, is sponsoring Na- 
tional Retail Demonstration Week, 
Sept. 19-24, 1938. All retailers 
and all retail bodies are invited 
and urged to participate. The 
basic idea is to impress upon con- 
sumers sand government that re- 
tailing is a major industry in this 
country and collectively handles 
$40,000,000,000 in sales annually. 
From the department store asso- 
ciation headquarters will be dis- 
tributed a wide variety of pub- 
licity, telling the public about the 
services that retail stores are ren- 
dering, stressing the idea that re- 
tailers have confidence in the 
country’s future and are leading 
American thinking toward a more 
general confidence and better feel- 
ing. Further details of this ex- 
cellent plan are given elsewhere 
in this issue in the hopes that hard- 
ware dealers will join with other 
retailers in making this demon- 
stration a success. 
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By ADON H. BROWNELL 


Chapter 33—Advanced Course 


Introductory Chapter and Discount Figuring 


iF the last chapter we com- 


pleted the Intermediate Course 
of our series. In it, as far as 
I was able by use of the written 
word, I tried to outline all types 
of hardware for residential work. 

As we approach the Advanced 
Course we will find that many old 
items of the Intermediate Course 
carry right on through our Ad- 
vanced Course as well. Certainly 
the base metals are the same and 
so are the finishes, hands of doors 
and hardware terms such as “back 
set,” “throw of hinges,” “schools 
of design,” etc. All of these things 
have been mastered, or should 
have been, so that in our advanced 
study little or no further explana- 
tion will be given to them. 

It is also true that in this Ad- 
vanced Course you will learn 
many things that will help you 
further on residential work. 

lor example, the next chapter 
of the course deals with hardware 
practice on metal and _ metal- 
covered doors. Occasionally you 
will find doors of this type in resi- 
dences, particularly where there 
are doors leading from the house 
to an attached garage. The in- 
creased use of metal and metal- 
covered doors on all types of pub- 
lic buildings makes this chapter of 
the Advanced Course particularly 
important for you to know. 

Then we shall devote a chapter 
to butts and hinges used for metal 
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34—-Metal Doors 


35—Butts and Hinges not 
Previously Discussed 


36—Door Closers 


37—Floor Hinges, Concealed 
Closers and Thresholds 


38—Master and Grand Mas- 
ter Keying 


39—Fire Exit Bolts 


40—Door Holders and Stop 
Devices 


41—Cabinet Locks and Pad- 
locks 


42—Lavatory Hardware 


43—Office Building and 
Apartment Hardware 





The Schedule of the Advanced Course 


(Showing chapters and topics) 


44—School Hardware 
45—Hotel Hardware 
46—Hospital Hardware 
47—Church Hardware 


48—Factory Building Hard- 
ware 


49—Other Public Building 
Hardware 


50—Sample Rooms 
51—Schedule Information 
52— 

53— 

54— 

55—Do You Know? 
56—Conclusion 


Interesting Hardware 
Problems 








and metal-covered doors as well 
as various butts used in public 
buildings but seldom found in resi- 
dences. 

Next will come a chapter on the 
important builders’ hardware item 
“door closers.” Some suggestion 
as to their importance was briefly 
made in the Intermediate Course 
but in this chapter the subject will 
be covered in detail. Following 
that a chapter naturally follows on 
floor hinges of larger and heavier 
construction than those used in 
residences. 


To me, “keying” is a most fas- 
cinating study. In the chapter 
after floor hinges this study will 
challenge your interest I am sure. 
All types of public buildings re- 
quire the expert advice of con- 
tract builders’ hardware engineers. 
Every building of major impor- 
tance offers a new problem in this 
subject of keying. 

Fire exit bolts have a special 
appeal to the hardware engineer 
who specifies them. He is guard- 
ing human life when he equips a 
building with them. Anyone who 
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understands the horrible loss of 
life that brought fire exit bolts 
into use will recognize his respon- 
sibility to society in doing this 
job well. 

Door stops and door holders 
are also a matter of great impor- 
tance in almost any type of pub- 
lic building so a chapter will be 
devoted to that subject. 

In most public buildings cup- 
board hardware of a more rugged 
and varied use is required than in 
residences, so after fire exit bolts, 
a chapter will be devoted to this 
subject. 

The last chapter on generally 
used hardware in all types of pub- 
lic buildings will be that very im- 
portant one on lavatory hardware. 
It is seldom, in these days that you 
will find lavatory partitions of 
wood. Slate, marble, steel and 
glass are the word today. In this 
chapter you will learn how to 
equip them all with the proper 
lavatory hardware. 

All of the types of hardware 
already mentioned are apt to be 
used on all types of public build- 
ings—now we shall begin to 
specialize. You will find two new 
features in the Advanced Course 


that I am sure will be helpful. The 
first consists of a number of detail 
sheets illustrating conditions you 
will find on most any job. On 
each of these I will indicate and 
note the points of particular inter- 
est to you. The chapters generally 
describing items used in all types 
of public buildings will, in most 
cases, have comparative charts. 

Here is the second new feature. 
When we come to individual types 
of buildings you will find not a 
comparative but a suggestion list 
for three-priced buildings as to 
lock suggestions by individual 
manufacturers but not as com- 
paratives with other manufac- 
turers. It is important to make 
this distinction. 

First, special hardware for 
office buildings and apartments. 
then school hardware. For schools 
you will find manufacturers have 
developed locks with special func- 
tions and different kinds of win- 
dow hardware. 

As we consider each type of 
public building, we shall take up 
only those items particularly de- 
voted for that type of building. 
You have already learned the 
standard items used in all these 
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buildings. There will be a chap- 
ter on hotel hardware, one on hos- 
pitals, another on churches and 
then factory buildings and other 
special items for various public 
buildings will have a chapter. 

In the Elementary Course we 
hinted at sample display. Now 
that you have had an outline of all 
kinds of hardware, it seems to me 
that we can well take a chapter to 
consider sample rooms and _ the 
proper scheduling of hardware. 

After that I have invited all 
members of the National Associa- 
tion of Contract Builders’ Hard- 
ware Engineers to describe the 
most interesting hardware prob- 
lem encountered in their experi- 
ence and their solution of that 
problem. From these requests | 
am in hopes of obtaining several 
chapters of unusual interest to 
every one in the business. These 
chapters can be of extreme value 
to the industry and I await with 
keen personal interest the response 
to my letters from the members 
of the organization. 

We then approach the close of 
the series with a chapter entitled 
“Did You Know” — devoted to 
items perhaps made by only 
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Nets of Combination Discounts 



































































































































































































































25 30 35 4 | 42% | 45 | 47% | So | 52% | 55 | 57% | 60 = 
5 7125 | .665 | .6175 | .57 | .54625| .5225 | .49875| .475 | .45125 | .4275 | .40375 | .38 5 a 
5-2% 69469 | .64838 | .60206 | .55575 | .53259 | .50944 | .48628 | .46313 | .43997 | .41681 | .39366 | .3705 5-2% 4 
5-5 67688 | .63175 | .58663 | .5415 | .51894| .49638 | .47381 | .45125 | .42869 | .40613 | .38356 | .361 5-5 4 
5-5-2% 65995 | .61596 | .57196 | .52796 | .50596 | .48397 | .46197 | .43997 | .41797 | .39597 | .37397 | .35198 $-5-2% : 
1% 69375 | .6475 | .60125| .555 | .53188| .50875 | .48563 | .4625 | .43938 | .41625 | .39313 |. .37 7% 
7%-2% 67641 | .63131 | .58622 | .54113 | .51858 | .49603 | .47348 | .45094 | .42839 | .40584 | .3833 | .36075 7%-2% 
7%-5 65906 | .61513 | .57119 | .52725 | .50528 | .48331 | .46134| .43938 | .41741 | .39544 | .37347 | .3515 7%-5 
7%-5-2% 64259 | .59975 | .55961 | .51407 | .49265 | .47123 | .44981 | .42839 | .40097 | .38555 | .36413 | .34271 74-5-2% 
10 675 | 63 | 585 | .54 | 5175 | .495 | .4725 | .45 | .4275.| 405 - | .3825 | .36 10 
10-2% 65813 | .61425 | .57038 | .5265 | .50456 | .48263 | .46069 | .43875 | .41681 | .39488 | .37294 | .351 10-2% 
10-5 64125 | .5985 | .55575| .513 | .49163| .47025 | 44888 | .4275 | .40613 | .38475 | .36338 | .342 10-5 
10-5-2% 62522 | .58354 | .54186 | .50018 | .47933 | .45849 | .43765 | .41681 | .39597 | .37513 | .35429 | .33345 10-5-2% 
10-74% 62438 | .58275 | .54113 | .4995 | .47869 | .45788 | .43706 | .41625 | .39544 | .37463 | .35381 | .333 10-7% 
10-7%-2% 60877 | .56818 | .5276 | .48701 | .46672 | .44643 | .42614 | .40584 | .38555 | .36526 | .34497 | 32468 10-7%4-2% 
10-7%-5 59316 | 55361 | .51407 | .47453 | .45475 | .43498 | .41521 | .39544| .37567 | .35589 | .33612 | .31635 10-7%-5 
10-7%4-5-2% 57833 | .53977 | .50122 | .46266 | .44338 | .42411 | .40483 | .38555 | .36627 | .347 | .32772 | .30844 |  10-714-5-2% 
10-10 0075 | .567 | .5265 | .486 | .46575| .4455 | .42525| .405 | .38475 | .3645 | .34425 | .324 10-10 
10-10-2% 59231 | .55283 | 51334 | .47385 | .45411 | .43436 | .41462 | .39488 | .37513 | .35539 | .33564 | .3159 10-10-2% 
10-10-5 -57713 | .53865 | .50018 | .4617 | .44246 | .42323 | .40399 | .38475 | .36551 | .34628 | .32704 | .3078 10-10-5 
10-10-5-2% 5627 | .52518 | .48768 | .45016 | .4314 | .41264 | .39389 | .37513 | .35637 | .33762 | .31886 | .30011 10-10-5-2% 
10-10-7% 56194 | .52448 | .48701 | .44955 | .43082 | .41209 | .39336 | .37463 | .35589 | .33716 | .31843:| . 2997 10-10-74 
10-10-7%4-2% | .54789 | .51136 | .47484 | .43831 | .42005 | .40179 | .38352 | .36526 | .347 -| .32873 | .31047 | .29221 | 10-10-7%4-2% 
10-10-714-5 53384 | .49825 | .46266 | .42707 | .40928 | .39149 | .37369 | .35589 | .3381 | .3203 | .30251 | .28472 10-10-7%4-5 
10-10-744-5-2% | .52049 | .4858 | .45109| .4164 | .39905| .3817 | .36435| .347 | .32965 | .3123 | .29495 | .2776 | 10-10-74-5-2% 
10-10-10 54675 | .5103 | .47385 | 4374 | .41918 | .40095 | .38273 | .3645 | .34628 | .32805 | .30983 | .2916 10-10-10 
10-10-10-10 4921 | .4593 | .4265 | .3937 | .37725| .3609 | .34445| .328 | .31164| .2952 | .27884 | .2624 10-10-10-10 

62% | 65 | 67% | 7 | 72% | 7 | 7%} 80 | 82% | 85 | 87% | 90 ” 
5 .35625 | .3325 | .30875| .285 | .26125| .2375 | .21375| .19 | .16625 | .1425 | .11875 | .095 5 x 
5-2% 34734 | .32419 | .30103 | .27788 | .25472 | .23156 | .20841 | .18525 | .16209 | .13894 | .11578 | .09263 5-2% m 
5-5 33844 | .31588 | .29331 | .27075 | .24819 | .22563 | .20306 | .1805 | .15794 | .13538 | .11281 | .09025 55 
5-5-2% 32998 | .30798 | .28598 | .26398 | .24198 | .21998 | .19799 | .17599 | .15399 | .13199 | .10999 | .08799 5-5-2% 
™% 34688 | .32375 | .30063 | .2775 | .25438 | .23125 | .20813| .185 | .16188 | .13875 | .11563 | .0925 ™% 
7%-2% .3382_ | .31566 | .29311 | .27056| .24802 | .22547 | .20292 | .18038 | .15783 | .13528 | .11273 | .09019 7%-2% 
74%-5 -32953 | .30756 | .28559 | .26363 | .24166 | .21969 | .19772 | .17575 | .15378 | .13181 | .10984 | .08788 7-5 
7-5-2 32129 | .29987 | .27845 | .25703 | .23561 | .2142 | .19278| .17136 | .14994 | .12852 | .1071 | .08568 7%-5-2% 
10 3375 | 315 | .2925 | .27 | .2475 | .225 | .2025 | .18 | .1575 |.135 | .1125 | .09 10 
10-2% 32906 | .30713 | .28519 | .26325 | .24131 | .21938 | .19774| .1755 | .15356 | .13163 | .10969 | .08775 10-2% : 
10-5 -32063 | .29925 | .27788 | .2565 | .23513 | .21375 | .19238| .171 | .14963 | .12825 | .10688 | .0855 10-5 & 
10-5-2%4 31261 | .29177 | .27093 | .25009 | .22925 | .20841 | .18757 | .16673 | .14588 | .12504 | .1042 | .08336 10-5-2%4 
10-74% 31219 | .29138 | .27056 | .24975 | .22894 | .20813 | .18731 | .1665 | .14569 | .12488 | .10406 | .06325 10-7% 
10-7%4-2% 30438 | .28409°| .2638 | .24351 | .22321 | .20292 | .18263 | .16234 | .14205 | .12175 | .10146 | .081I7 10-7%-2% 
10-7%-5 29658 | .27681 | .25703 | .23726 | .21749 | .19772| .17795 | .15818 | .1384 | .11863 | .09886 | .07909 10-7%-5 
10-7%-5-2% 28916 | .26989 | .25061 | .23133 | .21205 | .19278 | .1735 | .15422 | .13494 | .11567 | .09639 | .07711 |  10-7%4-5-2% 
10-10 30375 | .2835 | .26325| .243 | .22275| .2025 | .18225| .162 | .14175°| .1215 | .10125 | .081 10-10 
10-10-2% 29616 | :27641 | .25667 | .23693 | .21718 | .19744| .17769 | .15795 | .13821 | .11846 | .09872 | .07898 10-10-2% 
10-10-5 28856 | .26933 | .25009 | .23085 | .21161 | .19238 | .17314| .1539 | .13466 | .11543 | .09619 | .07695 10-10-5 
10-10-5-2% 28135 | .26259 | .24384 | .22508 | .20632 | .18757 | .16881 | .15005 | .1313 | .11254 | .09378 | .07503 10-10-5-2% ‘ 
10-10-7% .28097 | .26224 | .24351 | .22478 | .20604 | .18731 | .16858 | .14985 | .13112 | .11239 | .09366 | .07493 10-10-7% 2 
10-10-714-2% | .27394 | .25568 | .23742 | .21916 | .20089 | .18263 | .16437 | .1461 | .12784 | .10958 | .09131 | .07305 | 10-10-7%4-2% a 
10-10-714-5 26692 | .24913 | .23133 | .21354| .19574 | .17795 | .16015 | .14236 | .12456 | .10677 | .08897 | .07118 10-10-7%-5 
10-10-71%4-5-2% | .26025| .2429 | .22555| .2082 | .19085| .1735 | .15615| .1388 | .12145 | .1041 | .08675 | .0694 | 10-10-714-5-2% 
10-10-10 .27338 | .25515 | .23693 | .2187 | .20048| .18225| .16403| .1458 | .12758 | .10935 | .09113 | .0729 10-10-10 ; 
10-10-10-2% 26654 | .24877 | .231 | .21323 | .19546| .17769 | .15592 | .14216 | .12439 | .10662 | .08885 | .07108 |  10-10-10-2% 2 
10-10-10-5 25971 | .24239 | .22508 | .20777 | .19045 | .17314 | .15582 | .13851 | .1212 | .10388 | .08657 | .06926 10-10-10-5 Bs 
| 10-10-10-5-2% | .25321 | .23633 | .21945 | .20257 | .18569 | .16881 | .15193 | .13505 | .11817 | .10129 | .08441 | .06752 | 10-10-10-5-2% ie 
10-10-10-10 24004 | .22964 | .21323 | .19683 | 18043 | .16403 | .14762 | .13122 | .11482 | .09842 | .08201 | -06561 10-10-10-}0 2 
10-10-10-10-5 | .23374| .21815 | .20257 | .18699 | .17141 | .15582 | 140241 .12466 | 10908 | .09349 | .07791 | .06233 | 10-10-10-10-5 BA 
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one manufacturer and closing 
with a review and a glimpse into 
the future. 

If this outline interests you I 
hope you will be among the 
readers of the Advanced Course 
which opens in the next issue of 
HARDWARE AGE. 


Figuring Discounts 


Up until now I have said noth- 
ing about figuring builders’ hard- 
ware other than the mention in 
Chapter 20 of the fact that it was 
cheaper to buy complete lock set: 
rather than locks only and parts. 
My reason for this is the fact that 
residential work is generally fig- 
ured without referring to the fac- 
tory by all legitimate builders’ 
hardware engineers. 

These same people are capable 
of figuring public buildings the 
same way until the factories dis- 
continue the practice (I think they 
should discontinue) of making 
special lump sum bids. Until then, 
I say, it is best to prepare your 
list of requirements, lump them 
together and send for lump sum 
figures. If you don’t and your 
competitor does, you are apt to 
be out of line in quoting: 

So many men, I find, have for- 
gotten how to figure. They do it 
the long and hard way. Learn the 
short cuts. Some short cuts have 
been given you on the accompany- 
ing chart. 


9.78 (list) 

~ 4.8900 
4.89 (first balance) 

x .10 (second discount) 


“4890 


4.40 (second balance) 
x .05 (third discount) 


.2200 
or Net Cost, $4.18 


For example, if you had a lock 
set listed at $9.78 a set and your 
factory extended you a discount 
of 50-10-5 per cent, do not do it 
as shown in Problem A: 

You may think I have been very 
extreme in my example of the long 
way. I really haven’t. I’ve seen 
college graduates do it just this 
way when they first went to work 
for me. 

Now here’s the easy way—find 
on the chart inclosed with this 
chapter the multiplier for discount 
50-10-5 per cent. It is .4275. 
Here’s the quick way and you 
arrive at the same answer without 
nearly the same opportunity to 
make mistakes (See Problem B) : 


Problem C 


100 deduct 


50 first balance 


9.78 list less 
x .50 (first discount) 4.89 first discount 


4.89 first balance 


50 first balance 
x .50 first discount x .10 second discount 


Problem A 
4.89 first balance less 
49 second discount 


. “4.40 second balance 


4.40 second balance less 
.22 third discount 


4.18 third and final balance 


$9.78 list 
4275 multiplier—see chart 
4890 
a Problem B 
3912 


4.179950 or $4.18 a set net 

Now suppoce for example 50- 
10-5 per cent had not been shown 
on this sheet. 

How would you have arrived at 
the multiplier? That's easy. 
Problem C tells you. 

Then make a record for the dis- 
count and the multiplier for your 
records for the future. 

Do not forget to add your 
freight if prices quoted are f.o.b. 
factory. Many jobs are secured at 
the expense of the bidder because 
he forgot to add the freight or 
the master keying or other items 
that should have been figured and 
which are part of the cost. 


45 second balance 
x .05 third balance 


.05 deduct from first es 2.25 deduct from second bal. 
45 second balance 


4275 multiplier 


The Chain...Enemy Of Capitalism 


ARK SULLIVAN, | noted 

syndicate writer, stated re- 
cently that he sees a definite trend 
toward the break-up of the chain 
store system. 

Commenting on recently pro- 
posed anti-chain store legislation, 
he stated that it is an evidence of 
growing public sentiment and he 
also pointed out that shares of 
the largest chain store system in 
the country are now selling on 
the stock exchange at a price 
lower than in the depth of the 
depression. 

Mr. Sullivan further said: “In 
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the net, the greater likelihood 
seems to be that attempts to 
break up the chain systems are 
going forward. What shall we say 
about the movement? From the 
point of view of individualism, 
capitalism, the movement would 
seem to be favorable. Everybody 
knows that the larger the number 
of individuals in business for 
themselves, the stronger is the 
principle of individualism. And 
everybody knows that the larger 
the number of persons owning 
stores of their own, that is owning 


property of their own, the strong- 
er is the support of capitalism as 
an economic system.” 

Mr. Sullivan puts his finger on 
essentials when he stresses indi- 
vidual ownership of property as 
the strongest possible support of 
capitalism as an economic system. 
To the extent that the chain store 
system destroys such individual 
ownership, and that extent is tre- 
mendous, the system is an enemy 
of the capitalistic system rather 
than representative of it. 


—The M.E.W.A. Times 
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Here's a New Field for 
Builders Hardware Sales! 


HE firm of West & Com- 
pany, builders’ hardware 
specialists of Pasadena, Cal., 
is participating in a unique pro- 
motion that seems to indicate that 
although the man earning $30.00 
a week or less is the man long 
neglected in home planning he is 
the man who offers the largest po- 
tential field for finish hardware 
sales. 

In one week’s time in this pro- 
motion $300,000 of such housing 
was sold by Mrs. Irene Sykes who 
conceived the idea, West & Com- 
pany coming in for its proportion- 
ate share of that decidedly con- 
siderable sum. At the end of 11 
days the total had reached $400,- 
000. Exactly 103 contracts for 
homes had been signed in 10 days 
and the number in process far 
exceeded that figure. All realtors 
were invited to list residential lots. 

Mrs. Sykes, a young woman who 
had been employed by the Pasa- 
dena Retail Merchants’ Associa- 
tion and also by the Pasadena 
public schools to teach consumer 


The bedroom of the model home. 


Pasadena promotion discloses unusual 
possibilities for the sale of finish 
hardware for the homes of men whose 
salary limits are $30 a week or less 


education in that city, became con- 
vinced, in the course of her work, 
that no home had as yet been 
planned for the small income fam- 
ily that was at all representative 
of American dignity or truly con- 
ducive to gracious living. She ac- 
cordingly determined to create 
such a home. Her own words are 
as follows: “I wanted plans for a 
home built to stress the impor- 
tance of living not the importance 
of earning. I wanted a home that 
illustrated the possibilities of 
standardization in reducing costs 
without sacrificing appearance or 
quality. I wanted low cost hous- 
ing in a high class manner. I 
wanted a house that would provide 
a gracious atmosphere of security 
and pride of possession. I wanted 
a house so livable and so attrac- 
tive that the family would not 
move out of it when income went 


up. I wanted a house that would 
look charming in any average resi- 
dential community. 

“I discovered that the thought 
in the minds of most people until 
now has been that the low income 
man need expect to have no home 
of his own, or if he is to have one 
it must be an unattractive shack. 
That conception is fundamentally 
wrong. It puts the whole stress 
on earning, no stress on the de- 
light and satisfaction of living— 
just living.” 

It took some months of hard 
work and hard talking for Mrs. 
Sykes to interest a group includ- 
ing a hardware dealer, a lumber 
dealer, an architect, a landscape 
man, a plumbing firm and all 
others needed to construct a stand- 
ardized house. But she succeeded. 
and induced them, with labor con- 





A corner of the living room. 
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MODE 


First 100 homes to be equipped with floor coverings. 


103@ EAST GREEN STREET 
Saterday Evening, 7 to 10 P. M. Sunday Afternoon, 1 to9 P.M. Daily, 10 A. M. to 9 P. M. 


L HOME 


draperies, Venetian Blinds and landscaping at no additional cost. 








IRENE SYKES PRESENTS 
“A Design for Living Below Your Income” 





Its Loveliness Is Unbelievable 
for Only ‘19.42 per Month 




































































1030 East : ake Examples of Financing peared in one of 
Green Street aes — Under F. H. A. 1938 Plan: the local news- 
Pasadena sa Sa Sasso to he poll te eilthlens to:ths Oitlindag acsetnng papers. The origi- 
California r aide metre oe ne gaa nal was 18 in. 
deep and 5 col- 
umns wide. An- 
Estimated Tax Deposit and ts sent 
Bull to stress the “The ey Total Cost of Property -....- 3,445.00 nouncemen 
br of ov sega pon . 10% Down Payment ....- 345.00 by mail and col- 
the importance of earning. EF m.. umns of news- 
San . . 
paper publicity 
5 helped to boost 
Built « a cost to pro- %& ‘hr tio 
vide a gracious atmosphere Ry e@ promotion. 
of security and pride of pos- 
session to its owner. ) 
B 
Built to itustrate the y 
aan rp oe x 
fion in reducing costs with- R > 
out sacrificing choice of ie 
exteriors. io 
Built to stimulate em- R ns 
ployment at current union ee 
wage scales in the belief laa . 
that increased purchasing ‘4 - P iazgc |: 
P 3 a 
power is the key to pros- J os 4 
Perity. a x c 
Information on No Down Payment Plan at our office 
“Those Who Have Made This Extraordinary Project Possible 
At the Price You Can Alferd to Pay 
E.F. WOPSCHALL . . , « «» Genetal Contractor KAUFMAN WOODCRAFT SHOPS . Merwood Cabinets 
LOUIS DUP. MILLAR. . . . «Architect EDWARD WOPSCHALL . ... ~ Paint Contractor 
MODEL GROCERY COMPANY . Household Equipment GENERAL PAINT COMPANY . Exterior and Interior Paints 
BENEDICT & GINGRICH . . . Electrolux BERT EASTERBROOK . . . — Landscape Architect 
ob aa amma DURA STEEL PRODUCTS COMPANY . .  Specisitics 
STANDARD SANITARY MFG. COMPANY . Plumbing Fixtures ami. . . . tietbens a a 
DOUBLE SWING WINDOW COMPANY . Patented Windows COLO SAMNTARY SYSTEM, tea, .° . Gai Hemeres < 
 — — KHAZOYAN COMPANY . .  Broadfelt Floor Covering 
RAPHAEL GLASS COMPANY . . . . . Mirrors THERMADOR ELECTRIC MFG. COMPANY . Electric Heaters e 
OLSON LUMBER COMPANY .  . Grade Marked Lumber COOK-NICHOLS COMPANY . . ~ Electric Fixtures West & Company 
aa Sesh and Doors MABLE KEMPER BEVANS = Pigg a Sesssntion received credit as 
. DA + + « «© « « Plastering Contractor AMERICAN AWNING & BLIND CO! « Venetian Blinds 
HARVEY B. HUBBARD . . « Electrical Contractor PASADENA BUILDING TRADES COUNCIL fell be the fii rs 
Only organized labor to be used in constructing these houses. ] owing t e g t 





FULL CO-OPERATI 





The Public Is Cordially Invited 


ION TO LICENSED REALTORS 


LEHMANN HISEY—Sales Mgr. 






















This advertisement 
announcing the 
Model Home ap- 





of the above arrow 





tributed free by the building 
trades, to erect her model home 
indoors in the very heart of Pasa- 
dena. 

The features of the house that 
make living in it interesting are 
numerous, but of first importance 
is the living room measuring 14 
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by 30 ft., and the outdoor patio 
15 by 21 ft. The bedroom planned 
for a twin-bed arrangement mea- 
sures 10 by 15 ft. The entire in- 
terior floor area is 1280 sq. ft. 
The fact that the front is 30 ft. 
long with the width of the garage 
added to that gives the house a 


















good appearance in any neighbor- 
hood. 

It has been apparent from the 
first that Mrs. Sykes has put her 
finger on the real demand in south- 
ern California. Her model home 
was visited by 12,000 people dur- 
(Continued on page 97) 
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“Tll Order It For You’ 


A stock phrase which needs “pepping up” 
and purifying if it is to produce profits 


By ROY F. SOULE 


THEN a man moves from 
a great city to a rural 
community he expects to 
leave behind him certain urban 
customs and conveniences. If such 
a move takes him into a timber 
country where the physical prop- 
erties of the land prohibit its gen- 
eral cultivation, the newcomer must 
adapt himself to a backwoods life 
involving changes which are con- 
tradictorily both dolorous and de- 
lightful. 

For the past three years our 
little family has literally been meat 
for the surgeons. In succeeding 
operations I gave up a handfull of 
gall stones, had a new stomach out- 
let spliced into my anatomy and 
was finally granted a brief breath- 
ing spell before winning a surgical 
heat with hernia. 

Then Mrs. Soule took up where 
I had left off. Her operation was 
more serious and following the 
ordeal instead of the recovery, for 
which we so ardently hoped, she 
continued to lose ground alarm- 
ingly. 

One day the surgeon told me 
she must be moved to the country 
immediately—just one week later 
our furniture was ready for the 
movers and we were on our way 
to Machias, Maine, where we ar- 
rived late in September. 

House hunting just a jump 
ahead of a furniture van should 
never be recommended to convales- 
cents. We found it strenuous but 
highly educational. It taught us 
first—that in most of the villages 
of eastern Maine there are no real 
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estate offices. A 5 per cent real 
estate commission is looked upon, 
in this district, with exceeding dis- 
trust. Up here half the joy of any 
type of a real estate transaction 
seems to be the dickering which 
precedes its culmination. 

Then we found two very desir- 
able small houses owned by elder- 
ly people, who were partially de- 
pendent upon their children for 
support, but each owner for some 
unknown sentimental reason pre- 
ferred a closed house to a good 
tenant. The adult children pleaded 


in vain. They could dig deep for 


parental support but they couldn't 
even scratch gravel when it came 
to dictating anything about the 
old folks’ property. 

In the days when the lumber 
barons ruled supreme in this sec- 
tion a man’s social standing was 
somewhat determined by the size 
of his dwelling. There must have 
been considerable rivalry. Certain- 
ly the advent of many, many chil- 
dren could not alone account for 
the rambling edifices they erected. 
We examined several, any one of 
which would have required furni- 
ture sufficient to equip a small 
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“I met the express regularly for the three following days” 
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hotel. The rentals asked for these 
wooden monuments to a departed 
aristocracy were extremely modes! 
but the cost of heating any one of 
them would have been three times 
the rent. 

Most of these grand old places 
are known locally as “heirship 
property” which is inheritance un- 
to generations yet unborn. Tax 
sales seem to be about the only 
way to break the “wills” of thos> 
old timers who must have enjoyed 
good family fights if we may judge 
by the bones of contention they 
left on the battlefield. Certain it 
is that a lot of these “palaces” of 
the past are succumbing to “frost 
heaves,” dampness and a dearth of 
linseed oil and white lead. Heir- 
ship property is a drug on the 
market, a drag on the community 
and a nightmare to progressive 
people who are sparsely mixed 
among a multiplicity of scattered 
owners. 

In rural Maine city license 
plates from another state are not 
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“When the dealer says, ‘I'll order it for you.’ farmers exchange grins” 








conducive to bargains in rents. 
This is pariicularly true in districts 
where many property owners are 
anxious to sell. Every house we 
tried to rent was on the market 
and no owner cared anything at 
all about renting if there was the 
ghost of a show of making a sale: 
and, don’t think for a minute that 
the natives of this rock-bound coast 
need any instructions in salesman- 
ship. They know more about 
“high pressure” than the fellows 
who first made practical such 
things as briquettes of coal dust 
or finishing boards squeezed from 
sawdust. 

Our punitive sales resistance 
consisted of repeated assurance, 
as positive as we could make it, 
that we were not at all interested 
in buying but, quite generally, 
such declaration was accepted as 
merely the natural prelude to a 
dicker. Even people who had 
property they wanted to rent held 
off in the hope of making a sale. 
Finally we realized what we 





were up against, and when we had 


made arrangements to store our 
furniture in a new barn, we drew 
a breath of relief and resigned 
ourselves to a less hurried process 
of bargaining for a place in which 
to live. This news preceded our 
subsequent calls on local land- 
lords. Some of those with whom 
we had pleaded in vain made over- 
tures to reopen negotiations. 
Eventually we found the place 
for which we had been looking. 
It was a snug, seven-room farm 
house three miles out of the vil- 
lage. A hot air furnace, electricity 
and a pitcher pump in the kitchen 
were the conveniences. A fine big 
garden plot and a spring on the 
back lot were thrown in for good 
measure. The house itself was 
over 50 years old but was in ex- 
cellent repair. The rooms were 
high and there was an abundance 
of light; windows, more windows 
and then bay windows through 
which the sunshine flooded to ex- 
travagantly warm our city hearts. 
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It also shone upon a variety of 
wall papers of such doleful colors 
and patterns that we almost ex- 
pected to see a bustled lady come 
sweeping down the stairs to play 
for us the organ that gathered cob- 
webs in the front parlor. 

The owner of this house was a 
successful farmer who lived a 
mile down the road. We have 
since learned that his success is 
partially due to his ability to 
judge people quickly and to close 
a deal without prolonged haggling. 
He quoted us the rental he would 
have asked a native; it was about 
one-eighth the amount we _ had 
paid for about the same sized 
house in the city. Naturally we 
accepted his offer at once. He 
handed me the keys and with a 
smile said, “go to it.” 

“No lease?” I asked. 

“Hell no,” was the surprising 
reply. “If you don’t like it you'll 
get out and if I don’t like you or 
if I get a chance to sell I .won’t 
be tied down.” : 

Strange procedure, this, after 
years of long leases filled with 
the bewildering masses of -small 
print clauses which fortify city 
landlords. Strange and exceeding- 
ly refreshing. 

As we were leaving | called our 
new landlord “Mr. Berry.” 

“Bill Berry,” he corrected. 

“All right, Bill,” I replied. “My 
name is Soule—Roy Soule.” 

“That's the idee,” he responded. 
“We're goin’ to be neighbors. We 
got lots a’ everything around here 
‘cept money. If there’s anything 
you want let me know.” 

And so we prepared to “move 

in.” 
Village stocks of wall paper are 
sorely depleted in the fall. Only 
a few standard patterns were avail- 
able for immediate delivery and, 
with one exception, the patterns 
were possessed of most dubious 
artistic allurement. 

We wanted colors and patterns 
which would welcome the sun- 
shine. Suddenly prompt delivery, 
much as we desired it, became of 
secondary importance. We were 
strangers who had come from a 
crowded city to live in a farm- 
house, somewhat isolated in the 
woods. We needed all the cheer- 
fulness modern wall covering 
could impart. 
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Then we heard the dealer phras- 
ing a remark which has since been 
most indelibly dinned into our 
ears. 

“I can order it for you.” 

Take that one remark out of 
the average village merchant’s 
stock phrases and you will rob the 
mail order houses of such a vol- 
ume of business that the news will 
reach the financial pages in leaded 
type. It is born of perpetually 
inadequate stocks and the rami- 
fications of its evil effects upon 
business are numerous and far 











“Lots of everything but money” 


reaching. It emanates in_ the 
“sticks” and the accumulation of 
its baleful influence penetrates into 
factories and financial institutions 
of the big centers. 

Of course, the smug city dealer 
congratulates himself that he is 
tov smart to become entangled in 
the “Ill order it for you” spider’s 
web but his advantageous location 
permits the sending of a boy hot 
footed to the city order desk of 
his wholesaler very, very fre- 
quently. 

But to get back to our wall 
paper. I volunteered to pay the 
telephone charges to order, from 
a Portland wholesaler, the paper 
we had selected. That would make 
certain its catching the Border Ex- 
press (a very fine truck freight 
service) that night. The wall 
paper man assured us it would ar- 
rive within 24 hours. We actually 
came within three days of it. 


We bought from the dealer’s 
stock that one desirable pattern 
for the “parlor,” the front hall and 
stairway. Strangely it was just 
what we wanted and imagine our 
astonishment when the dealer apol- 
ogetically informed us it was the 
cheapest paper he carried. It did 
not occur to him there might be 
customers who preferred cotton in 
modern prints and colors to broad- 
cloth tailored in styles which were 
popular when the nickelodeon was 
considered a snappy night’s en- 
tertainment. 

The paper hanger went to work. 
He was an artist. The first install- 
ment of our job was about finished 
when I drove to town to meet the 
Border Express. 

No paper. 

I met the express regularly for 
the three following days. The 
driver came to know me as the 
“Wall Paper Man.” The dealer 
offered daily condolences but 
didn’t seem unduly concerned over 
the delay. 

“Well now I wonder why?” he 
repeated each succeeding day. But 
he made no move to ascertain the 
cause of the delinquency. 

I had undoubtedly made the 
wrong move when I paid for that 
first long-distance phone call. 
Eventually I repeated the error 
and we learned the retarded de- 
livery was due to the fact that the 
wholesaler had accepted a rush 
telephone order for goods which 
he didn’t have in stock and that 
he had relayed the order to a Bos- 
ton manufacturer. He had failed 
to advise his dealer that accord- 
ingly a delay might be expected. 

Eventually the paper arrived 
and by the most unexpected good 
luck we learned our van load of 
furniture had been delayed in 
starting. The boys were finishing 
“slapping the paper” on the last 
room when the movers arrived. 

I was reminded of the sage ad- 
vice some early literary wise- 
cracker once offered when he said, 
“Most of the things we worry 
about never happen.” 

However the facts which linger 
disturbingly in my memory are— 
that the wholesaler lacked both 
merchandise and common business 
courtesy and that the dealer took 
it as a matter of course. I have 


(Continued on page 98) 
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Adon H. Brownell, author of the current 
HARDWARE AGE series, “Taking the 
Mystery Out of Builders’ Hardware,” is 
vice-president and general manager of 
H. D. Taylor Co., Buffalo, N. Y., and the 
owner and operator of the Erie Hardware 
Co., Erie, Pa. Despite the busy business 
life he leads, Adon has been a most ac- 
tive and enthusiastic Rotarian. He has 
been a member of three Rotary Clubs— 
Pittsburgh, Cleveland, and Buffalo—and 
has been president of the Pittsburgh and 
of the Buffalo clubs. In the past 10 years 
he has delivered “hardware talks” to more 
than 150 Rotary clubs in different parts 
of the country and continues to maintain 
the required attendance record with great 
interest. Here he is about to whack ihe 
familiar Rotary bell at the Buffalo Rotary 
Club. 

























H. F. (Sy) Seymour, vice-president of the 
Columbian Vise & Mfg. Co., Cleveland, Ohio, 
as skipper of his snipe ‘“Helhar,” with which 
he won the championship of the snipe fleet 
at the Mentor Harbor Yacht Club in 1937 
This year he hopes to win another leg of ihe 
trophy cup. Although he is now a “fresh 
water’ sailor, “Sy” learned all about it as a 
youngster sailing the briny waters of Long 
Island Sound 


Carl E. Fruehauf, Fruehauf Hardware Co., Lake- 
wood, Ohio, is a sportsman as well as a hard- 
ware merchant and does a complete job in 
both activities. He is an ardent hunter and a 
dog fancier specializing, as shown in the picture 
at right, in cocker spaniels. Says Carl in the let- 
ter which accompanied this photo, “The dogs 
(cocker spaniels) are on the ground. I'm the 
one with the boots on.” 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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When the Farmer Is 





E. B. McCNAUGHTON 


HE key to better business 

for the hardware retailer 

lies in the lap of the farmer. 

When he is prosperous, we are 

prosperous. When the farmer is 

doing badly, we suffer in exactly 
the same proportion. 

Agricultural prosperity is a pre- 

lude to—yes—the very backbone 
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Main Street and the business district of Fremont, Indiana. 


of our national wealth. Ever since 
I took over a small hardware store 
in Ray, Ind., in 1900, later remov- 
ing to Fremont, our business has 
prospered in direct proportion to 
the prosperity of our farmers. 
Why? Because they are our best 
customers, and when they have 
money they spend it. We know 
that. 

Contrary to much public opin- 
ion that farmers are a complain- 
ing lot of tight-fisted individua s 
who are satisfied with unpainted 
farm homes and non-modern facil- 
ities, I say that they are the most 
liberal of spenders when they have 
money. Not necessarily profits, 
but incomes. The farmer’s income 
is something to be passed on, not 
retained as profits. They, as a 
class, have abiding faith in the 
future and are not easily discour- 
aged. They carry on_ through 
droughts, depressions and all of 
the opposing forces that Nature 
or economics force upon them. 

I think we need no further proof 


than this: Our original investment 
was $1,400. During 1936 our sales 
grossed $160,000. Sales in 1937, 
slightly above $175,000. From 
Jan. 31, this year, to April 15, 
sales volume was ahead of this for 
the period. While some farm 
equipment is included in these fig- 
ures, such items as electric refrig- 
erators, radios, stoves, ranges, 
small implements, tools, general 
hardware and service made up the 
ereater part of the total. 
Compare this with our record 
for the depression year of 1932, 
when our total sales for the entire 
year were only $32,000, and we 
did not have an outside salesman 
on our force. We didn’t need them. 


Dealer Gets His Share 


Farmers nowadays are com- 
pelled to buy modern equipment. 
They cannot get farm help at 
wages they can afford, and some- 
times not at all. Therefore, they 
must place their reliance upon 
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Prosperous—So Are We 


labor-saving equipment, and the 
hardware dealer gets his share of 
this business. 

They buy luxuries, too, when 
there is money. When a steady in- 
come seems assured, they buy on 
the budget plan, such items as 
radios, electric washers, ranges, 
refrigerators, sanitary water sys- 
tems, bath tubs, motor-driven 
small machines around the farm 
and many household appliances 
which today are standard stock 
for the hardware dealer. 


Profit-Makers 
Good display, 


salesmen and liberal use of both 
local newspaper and distributor 
advertising during those periods 
in which the farmer is in the 
money, never fail to return hand- 
some profits. 

This is why we keep a close 
eye on what the farmer is doing 
and is going to do, not only today 
during the current season, but 


floor outside 





SEPTEMBER 8, 1938 


The store is modernized and it gets the farmer's trade. 


what he is pretty sure to be doing 
next season. We plan our mer- 
chandising and our sales cam- 
paigns accordingly, because we 
have learned that the farmer is the 
barometer of our own business 
activity. 

This brings us to the problem 
of trade-ins on major items. The 
farmer in this respect is no differ- 
ent in his desire to drive a hard 
bargain than any other class of 
customers. 

We have adopted the rigid pol- 
icy in handling trade-ins of never 
allowing a trade allowance for 
more than we can get in a quick 
cash resale of the trade-in. 






By 
E. B. McNAUGHTON 


Fremont Hardware Co. 
Fremont, Ind. 


Many potential sales are lost by 
our strict adherence to this hard 
and fast rule, but at the end of the 
year we can point to our books 
and conscientiously show a clear 
profit on each individual sale. We 
do not believe in sacrificing profit 
on a single sale just for the sake 
of swelling our total sales volume. 
We leave this practice to those 


He is the key to better business for 
the hardware dealer. Good displays, 
outside salesmen and advertising get 
his business when he has the money 









misguided dealers who eventually 
find themselves in the bankruptcy 
courts, wondering how it all hap- 
pened. 

What can the informed dealer 
do when his competitor offers $40 
or $50 for a worthless icebox or 
an old stove toward the payment 
of new appliances? How can the 
practical dealer earn a legitimate 
profit when reckless and unin- 
formed fly-by-night agents offer 
from double to five times the re- 
sale value of an article for a new 
one? 

In 1935 we sold a certain used 





Healthy Business 

O neglect your business is a 

sin and commercial suicide, but 
to neglect your health is a crime 
for it is far more valuable than your 
business, money or property. It 
should be valued above all things 
and you should be thankful indeed 
if you have it, for then nothing is 
hopeless. 

To be sick is to suffer a mental 
as well as a physical predicament 
because you are humbled to the ex- 
tent of having to surrender your 
fate to medical science. You reluc- 
tantly submit to physical analysis 
by another human mortal who may 
be sicker than you—one of those 


article that had been traded in, 
for $25, all it was worth, all it 
would command. The farmer pur- 
chasing it used the article for a 
year and then was allowed a trade- 
in allowance of $125 for another 
new item. That dealer could not 
afford to make an allowance that 
large, we couldn’t. That dealer 
made too many trades like this 
one—he failed. 

And by what sales-minded psy- 
chology do many dealers offer to 
pay as much as $5.00 for many 
worthless items, as trade-in allow- 
ances on comparatively low-priced 


modern specialists who can mend or 
end it all for the same fee. 

But you may be agreeably sur- 
prised to find fasting and rest pre- 
scribed. The former is simple 


appliances and other merchandise? 
This just isn’t merchandising, yet 
there are endless repetitions of this 
practice every day in every com- 
munity in the land. The answer 
is always bankruptcy. 

The manufacturers and the dis- 
tributors can help squash this prac- 
tice of giving promiscuous trade- 
in allowances, or at least greatly 
check it, by a more careful selec- 
tion of dealers and by limiting 
dealer franchises to what any 
given trade territory will stand, 
instead of loading up any and 
every dealer who can be sold. 


enough and economical, probab'y 
will compensate for the latter for 
which he always fails to prescribe 
your source of revenue during that 
suggested long repose in more fa- 
vorable climes. 

A compromise results in your re- 
maining in bed for a week, relaxed 
in body but not in mind because 
this confinement generally leads 
your thoughts into that “nebulous 
state of revery”——a dangerous situ- 
ation that will cause your mind to 
drift into aimless extremes. It should 
reflect on the atrocity of your crime, 
however. 


The Most Precious Asset 


Nevertheless, the cure will bring 
you face to face with one fact, that 
health is the most precious asset in 
your business and you may rise from 
your bed resolving that from then 
on it will be your every effort to 
preserve it and what is more, to 
deserve it. That is your duty and 
business. By doing your duty you 
can keep well and by keeping well 
you can do your duty and be useful. 
To be useful, you must be well or 
you become a burden to yourself. 
your business and to others. 

To remain well, you must simply 
be regular, moderate and clean; 
temperate, good natured and inter- 
esting. It is essential that you ob- 
tain a reasonable amount of sleep, 
fresh air and exercise. Of course. 
you will live within your means, use 
common sense and control yourself. 
In other words, you cannot force 
the powers of nature, so live your 
age, attend to your business, heed 
the weathcr and keep your feet dry. 


—JO BERGE 
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Mouse Traps 


Mouse traps are used by prac- 
tically every farm housewife in a 
rural community. Realizing this 
fact, a Michigan dealer purchased 
a large lot of them with his ad- 
vertisement printed on each and 
reading: “You can catch extra 
dollars in value by shopping at 
our store.” One was given away 
with every $2.00 purchase. When 
ordered in large lots the traps 
proved to be inexpensive and 
served to build good will and ad- 
vertise the value-giving feature of 
the store at low cost. 


* *% * 


Thoughtful Favor 


Whenever a_ customer _ pur- 
chases nails or other items that 
are heavy and small and have a 
habit of breaking through the 
package, an [Illinois hardware 
dealer insists that his clerks put 





the items purchased in a double 
bag. If the article bought is hard 
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Others have used them to advantage 


Why not try them in your own store ? 


to carry, the clerks are also in- 
structed to deliver the package to 
the customer’s car. These thought- 
ful little favors are noticed by the 
customers and they like to come 
back and shop where they are ac- 
corded such courteous treatment. 
The consistent growth of the deal- 
ers business attests to the fact 
that it pays to go out of your way 
to please customers. 


Pancake Day 

In one Nebraska city, merchants 
stage an annual “Pancake Day” 
for farmers and their families, at 








which time each store puts on bar- 
gains. All farmers and their fami- 
lies who come to town to buy are 
given free tickets to a big pancake 
meal, with all the trimmings, at a 
local hall. The merchants also 
furnish free, high class entertain- 
ment for the farmers on this day. 
thus promoting business. 


“Thank You” Program 

A Pac:. Coast merchant makes 
a practice of asking all new cus- 
tomers who sent them to his store. 
Then he sends a letter of thanks to 
the persons who recommended his 
establishment. This policy has 
built much good will and has se- 


1 Think This is 
PERFECTLY Lovely 





"Thorik You" 
PL i mT Oy 





cured a great deal of additional 
business for the store. The person 
receiving a “thank you” letter 
usually goes out of his way to con- 
tinue to recommend the store. 


* * * 


Fountain 


A public-<pirited merchant in 
the East donated a_ beautiful 
marble drinking fountain to his 
city to place on the most conspicu- 
ous corner in the downtown area. 
The fountain bears the merchant’s 
name, and has built much good 
will for him, especially among the 
children of the city. 












Organizes Gun Clubs and | | 


Fehlberg Hardware, Viroqua, Wis., sells 
10,000 rounds of ammunition a month, 
has sold 30 rifles and many shotguns— 
Forming and teaching gun clubs did it. 





Here is one of the Fehlberg firearms windows 
that helps keep up interest in the gun clubs. 





Left to right: Mrs. L. W. Johnson, Peters Cartridge Co.; Milt Gill, 
Fehlberg Hardware; Harry Fehlberg:; W. G. Burwitz, Marshall-Wells Co.; 
Gale Rockwell, Fehlberg Hardware; L. W. Johnson, Peters Cartridge Co. 
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OR the past year, Harry 
KF Fehlberg of Fehlberg Hard- 

ware, Viroqua, Wis., has 
been operating his business under 
a planned merchandising program. 
Viroqua is a town of 2792 popu- 
lation and supports four hardware 
stores and two chain stores. Al- 
though competition was strong, the 
store obtained its share, and more 
than its share of business. This, 
however, was not sufficient for Mr. 
Fehlberg who was determined to 
get more “plus” business. Accord- 
ingly he organized a girls’ gun club 
and the results became apparent 
almost over night. 

Mr. Fehlberg now sells 10,000 
rounds of ammunition a month, 
has sold 30 rifles and has witnessed 
a big increase in shotgun sales. 
And, because the shooting promo- 
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The Girls’ Gun Club in action. Every one of them is at “home on the range.’ 


tions have been so well planned 
and have succeeded in arousing the 
local feminine interest in the store, 
he has also sold two washing ma- 
chines and three gas ranges. 

The Girls’ Gun Club is limited 
to a membership of 25 and there 
are 15 on the waiting list. Meetings 
are held weekly during the winter 
and bi-weekly during the summer. 
The club is chartered under the 
laws of Wisconsin with Mr. Fehl- 
berg as its executive officer. 

Only $150 was invested in store 
equipment for a_ suitable rifle 
range. This included backstops, 
platforms, etc., and the city 
donated a 100-ft. basement in the 
local armory. In order to start 
the ladies club with some finances, 
the Fehlberg store donated a rifle 
and additional equipment. This 
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was raffled off and the sale of tick- 
ets provided $50.00 which was 
used to pay for some of the equip- 
ment. The equipment for the out- 
door range cost approximately 
$500, the necessary funds being 
raised by assessment of members 
and by prize competitions. 

At the indoor meets the girls 
fire their rifles from a prone posi- 
tion at 50 ft. from the target. An 
official NRA gallery target is used 
and approximately 750 rounds are 
shot at each meet, each girl aver- 
aging from 30 to 40 shots in an 
evening. At the outdoor meets, 
they shoot from all positions at 
distances varying from 50 to 75 
ft. 

The club is financially indepen- 
dent. Annual dues are $3.00 from 
which the club has paid for the 
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d | Increases Firearms Sales 


target and its share towards the 
rent of thé land on which the out- 
door shooting range is located. 
The Boys’ Gun Club, also spon- 
sored by the firm, is an offshoot of 
the highly successful. Girls’ Club. 
The club is open to boys of from 
14 years of age to high school 
graduation age. The membership 
totals 15 boys and there is a wait- 
ing list of 15 more. This club op- 
erates as a National Rifle Associa- 
tion affiliate and plans to sponsor 
pistol matches in the near future. 
Gale Rockwell, manager of the 
store, is the official instructor ap- 
pointed by the rifle association and 
sponsor of the club for Mr. Fehl- 
berg. Mr. Rockwell teaches one 
hour twice a month at the local 
high school and discusses safety, 


(Continued on page 73) 
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eep the Peddler 


A WARNING 
asenveeX 
Police Department 
Housewives and 
Citizens 
of Aberdeen 


Advertisement of 
The City Loyalty 
Ass'n which was 
used during the 
Aberdeen, S. D., 
campaign. 


SK your wife how many times 
A a day the door bell is rung 
furiously by an itinerant 
peddler just when she is in the 
midst of something she is par- 
ticularly anxious to finish. Ask 
her also just how many of these 
peddlers are offering something 
she really wants to buy, some- 
thing she thinks is a real “bar- 
gain.” You will probably get 
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some startling answers. Certain 
it is that she will consider most, 
if not all of the peddlers, as pests. 
She will tell you some of them put 
a foot in the doorway to prevent 
the door from being closed and 
that some of them are otherwise 
rude and disagreeable. Her friends 
will tell you the same story, but 
those same friends may, on oc- 
casion, buy from the “itinerant 


peddler” some things that could 
and should have been purchased 
at your hardware store or at some 
other tax-paying retailer’s in town. 

These itinerant peddlers consti- 
tute an unfair competitive menace 
to the business houces of your 
community and to thousands of 
other cities and towns. Every sale 
the peddler makes in your district 
takes money out of the pockets of 
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yourself or of some other tax- 
paying citizen who has _ helped 
build your community, its schools, 
parks, and churches. True, there 
are a few reputable firms which 
sell direct to the consumer, 
through well-dressed, _well-man- 
nered and reliable local men and 
women. Some of these concerns 
do offer good values. But no 
matter how reputable the local 
representative of a reliable house 
may be. their sales go to “out- 
side firms” and decrease your own 
volume. 

Mere protests through local 
newspaper columns, “viewing with 
alarm” or saying in a meeting, 
“We ought to do something about 
it” never drove any peddlers from 
any community. Such _ protests 
never will. Laws have been 
passed in many communities seek- 
ing to outlaweitinerant peddlers, 
only to be declared invalid by the 
courts. But there have been 
passed local ordinances which 
have virtually eliminated the men- 
ace of the itinerant peddler in a 
number of communities. Out- 
standing among these is the one 
passed by the Town Council of the 
Town of Green River, Wyo., as 
Ordinance No. 175, in November, 
1931. Section 1 of that justly 
famed ordinance reads, “The prac- 
tice of going in and upon private 
residences in the Town of Green 
River, Wyo., by solicitors, ped- 
dlers, hawkers, itinerant  mer- 
chants, and transient vendors of 
merchandise, not having been re- 
quested or invited to do so by the 
owner or owners, occupant or oc- 
cupants of said private residences, 
for the purpose of soliciting or- 
ders for the sale of goods, wares 
and merchandise, and/or for the 
purpose of disposing of and/or 
peddling or hawking the same, is 
hereby declared to be a nuisance, 
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ut} of Your Own Town 


The Green River Ordinance and the 
plan of The City Loyalty Associa- 
tion which enlists the cooperation 
of local chiefs of police offer you 
complete campaigns for ridding your 
municipality of undesired peddlers 


and punishable as such nuisance 
as a misdemeanor.” 

The Ordinance was attacked on 
the grounds that it was “unconsti- 
tutional,” etc., suit being brought 
by a brush manufacturing con- 
cern. The case passed through 
several courts, on appeal, with the 
Town of Green River the final vic- 
tor. The brush company there- 
upon sent agents from house to 
house to tell housewives that they 
were forbidden to solicit orders 
unless invited to do so. House- 
wives were asked to sign a sort 
of standing invitation card per- 
mitting and acking the salesmen to 
call from time to time. Those 
who signed the “invitation” were 
presented with sample brushes. 
The Green River police then ar- 
rested some of the agents, claim- 
ing that they were still visiting 
homes without an invitation. The 
agents were fined by the Green 
River magistrates and the brush 
company again went to court, 
making an appeal to the Wyom- 
ing Supreme Court, which held 
that the town was within its rights 
in making the arrests. The brush 
company appealed to the U. S. 
Supreme Court which threw the 
case out of court on the grounds 
that it involved a matter of local 
policing and was not an_ inter- 
state matter. 

“So far as it (the Green River 
Ordinance) has gone, therefore, 
this ordinance is legally good,” 
said Elton J. Buckely, attorney, in 
an article entitled, “The After- 


math of the Green River Ordi- 
nance,” published in the Jan. 14, 
1937, issue of HARDWARE AGE. 
“T understand that other western 
cities have adopted similar mea- 
sures, Cheyenne, Wyo., for ex- 
ample, and have succeeded through 
them in almost completely driv- 
ing out the itinerant business. I 
see no reason why any city in any 
state could not pass a_ similar 
ordinance, always provided—and 
this is important—that under the 
Constitution and the statutes of 
the particular State, a City Coun- 
cil, Borough Council, or township, 
is empowered to declare by law 
what shall constitute a nuisance 


and forbid it.” 


Kankakee’s Ordinance 


The city of Kankakee, Ill., went 
Green River one better in its anti- 
peddler ordinance by also making 
it a nuisance for peddlers to call 
on occupants of offices as well as 
of homes. That city’s anti-peddler 
ordinance provides protection to 
salesmen from local business firms 
using house-to-house canvassing in 
their business and permits farmers 
to market their produce, from 
house to house without fear of 
violating the ordinance. 

Since it is often exceptionally 
difficult to convince the consumer 
that it is for his protection as well 
as the businessman’s welfare that 
anti-peddler ordinances are passed 
it takes quite a concerted educa- 
tional campaign to sell the idea to 
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a community. This is_particu- 
larly true since many peddlers ap- 
peal to the sympathy of the how e- 
wives in making sales and strongly 
suggest that they “save you money 
by eliminating the middleman.” 
As a means of setting the wheels 
in motion in different communi- 
ties for the passage of workable 
anti-peddler ordinance, and for 
getting consumer assistance in en- 
forcing existing ordinances of that 
nature, H. W. Hitchcock, 205 East 
Hennepin Avenue, Minneapolis, 
Minn., has a copyrighted plan op- 
erated under the title, “The City 
Loyalty Association.” 

The City Loyalty Association 
campaign includes 12 pages of 
educational copy, for publication 
in new:papers, concerning the 
menace of the “itinerant peddler.” 
Each copyrighted page includes a 
letter from the local chief of po- 
lice, in the form of a warning to 
the public as to dealing with 
strangers at their doors. The 
police chief's letter is the only 
part of the campaign that men- 
tions the name of any individual. 
With the exception of the letter 
the ads are sent to the newspapers 
in mat form. 


A Complete Campaign 


A complete outline of the cam- 
paign of the City Loyalty Associ- 
ation includes court deci ions, 
bearing on the prohibition of 
peddling, including part of the 
decisions concerning the so-called 
“Green River Ordinance,” and 
tells how the campaign has suc- 
ceeded in various communities. 
Mr. Hitchcock states that the cam- 
paign, which was used in Kanka- 
kee, Ill., to arouse sentiment in 
favor of the pa:sage of an anti- 
peddler ordinance, was a huge 
success and “that 871 peddlers 
have been driven out of the city” 
since passage of the Kankakee 
Ordinance. 

Regarding the plan of the City 
Loyalty Association a_ bulletin 
states, “The materials in this cam- 
paign have been prepared after 
careful study and re-earch by men 
in the retail merchandising busi- 
ness, men who held executive 
positions with direct selling firms, 
as well as men trained in news- 
paper work. This three-way com- 
bination of experiences has 
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brought forth an educational cam- 
paign that has slowed peddlers up 
in every city even though there 
may or may not be a city ordi- 
nance in effect. 

“Too often the merchant says. 
‘let George do it’. . . and they 
feel because a city ordinance is 
passed that another peddler will 
never enter their city limits. They 
(the merchants) forget that the 
average citizen is not aware of 
any city law pertaining to ped- 
dlers. Whenever a social organi- 
zation or a civic body passes a 
by-law it is nece:sary to advise 
members of such a regulation or 
amendment. Even city and state 
laws require posting of any pro- 
posed amendment to be offered to 
the voting public.” 


Education Needed 


Therefore, suggests Mr. Hitch- 
cock, an educational campaign is 
necessary to educate the public 
regarding peddlers. 

Already used in 860 cities, he 
says, “This campaign does not 
come over the signature of any 
local business firm, thus there is 
no ‘sour grapes’ attitude or ‘ax to 
grind’ appeal to the reading pub- 
lic as coming from local mer- 
chants. The only name appearing 
on the page is that of the Chief 
of Police in his warning to the 
public in dealing with strangers 
at the door. This letter of warn- 
ing is a part of every page of the 
12 releases.” 

One of the ads has a statement 
at the bottom reading, “Do not 
confuse representatives of local 
institutions with the itinerant ped- 
dler . . . for they reprecent legiti- 
mate business houses who furnish 
employment to local people, pay 
local taxes and are entitled to an 
interview. Protect yourself. Ask 
the man who calls for credentials 
from his employers.” Another 
section of the same page <ays, 
“Your Merchant cannot afford to 
oversell you through high pres- 
sure methods—because he is de- 
pending upon you for your future 
patronage. He expects to stay. 
The peddler may never see you 
egain—in fact, in many cases he 
hopes he won’t. 

“Your Merchant offers his Per- 
sonal Friendship and Acquaint- 


ance—which are factors in your 
business relation that cannot be 
contracted with any long distance 
manufacturer.” In another of the 
series, concerning roofing and 
paint, are two pictures—both ac- 
tual photographs—of part of a 
home painted with “cheap paint” 
and another painted with quality 
paint. The ad says, “The Itinerant 
Paint Peddler Tells you ‘He Sells 
Cheaper’ but—Does He? You be 
the judge. Who got the bargain 
in this case?” Next to one photo 
is the statement, “An actual pho- 
tograph unretouched — showing 
‘cheap paint’. This picture tells 
the story—a complete failure, 
both from standpoints of protec- 
tion and appearance. Note the 
surface—it will be necessary to 
go to the expence of burning or 
scraping all the old paint off be- 
fore a re-paint job can be done.” 
The other picture has the caption, 
“Another Actual Photograph. In 
the same city—another house. The 
paint used here was not pur- 
chased from an itinerant paint 
peddler. The picture shows a 
white lead, the essential to quality 
paint, paint job after five years. 
It is still good—the surface is 
smooth and in perfect shape for 
re-painting.”” 


Cooperation Essential 


Fighting the menace of the 
itinerant peddler is an impossible 
job for the individual retailer. 
True, he can begin on the job in 
his own home, but even there he 
may be stymied, for his wife may 
be “dead set” on buying certain 
items from the “glorified peddler,” 
though naturally she will not buy 
merchandise which can be ac- 
quired through her own husband’s 
store. Your wife will also try to 
convince her friends that your 
store has as good, if not better, 
merchandise than that offered by 
the itinerant peddler, and often at 
prices far below those asked for 
the “direct to consumer” lines. 

To push the itinerant peddler 
out of your community you must 
have the wholehearted cooperation 
of all other merchants, your local 
board of trade and mo:t important 
of all the understanding and co- 
operation of the consumers in 
your town. 


HARDWARE AGE 
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< CHARGED WITH HAVING HIS 
ZY NOUSE PAINTEDS 1x 1639, Rev. 
~ THOMAS ALLEN, OF CHARLESTOWN,MASS. 
WAS CALLED BEFORE THE AUTHORITIES 
FOR HAVING HIS HOUSE PAINTED (SThidty 
FORBIDDEN BY THE PLAIN-LIVING PURITANS )! 
HE WAS ACQUITTED WHEN HE CONVINCED 
THEM ) THE HOUSE WAS PAINTED BEFORE 
| HE TOOK POSSESS |ION — 
| 






















































| 4“ BULLET-MINING" is MAKING 
= ——— be of 1, Yj A PROFIT FOR A SIOUX 
vIM Dai | Y77\ city, NEB., MAN. HE DIGS 

HA os ‘| “Up AND SELLS THE LEADEN 
| | i} ain PELLETS FIRED YEARS AGO 
| ("4 AT AN OLD GUN CLUB. 
| i) | i i il | 
jill 1 


SAW LOST FOR 34 YEARS IN USE | 
AGAIN! 34 YEARS AGO A KEY 
WEST, FLA., CARPENTER LOST A 
SAW WHILE REMODELING A 
BUILDING. RECENTLY THE BUILDING 
WAS TORN DOWN, AND THE SAW, 

IN GOOD CONDITION, WAS FOUND 
SEALED UP IN A CORNICE. 
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UP TO CIVIL WAR TIMES; 
COOK BOOKS : 
CONTAINED 7W0 SE/S OF 
DIRECTIONS — ONE FOR 
THOSE K/HO COOKEP 
OVER OPEN HEARTHS, 
AND ANOTHER FOR 
THOSE WEALTHY 
ENOUGH TO OWN 
STOVES To Cook on! 
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ACATION’S over and old 
Vin young are returning 

once more to the tasks and 
responsibilities that come with the 
advent of cooler weather. The 
housewife’s first responsibility is 
fall housecleaning and the young- 
ster’s constant burden is school. 
The window displays shown on 
these pages offer constructive sug- 
gestions to the hardware dealer 
who is desirous of selling merchan- 
dise to the fall housecleaner and 
to the student. 

The display on this page is 
aimed directly at the woman who 
is anxious to put her house in or- 
der for the cool season and who 
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wants to remove the summer dust 
from her home. This display is of 
the symmetrical type and consists 
of background, plateaux and two 
pedestals. Merchandise is arranged 
in balanced fashion on the fixtures. 
care being taken not to overcrowd 
the display. Brushes, brooms, 
mops, paints, varnishes and clean- 
ers catch the eye and hold it when 
they are not piled on top of each 
other and when there is sufficient 
space for each single item to stand 
out and be recognized. The words 
“Vacation’s over” and “House- 
cleaning begins” on the two 
plaques on each side of the back- 
ground serve to catch the attention 
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Displays That Attract the 


and direct it to the merchandise 
on display. 

Backgrounds and fixtures should 
be cheerful and_bright-colored. 
Neutral colors would suggest the 
dust that is about to be removed 
rather than the spick-and-span ap- 
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pearance that is to follow. Green 
or yellow should be decidedly ap- 
propriate. Have the plaques of 
a darker shade than the other fix- 
tures and have the lettering in 
white. And, above everything, be 
sure that this display is spotless 
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and that there is no dust or pieces 
of paper on the floor. You are 
selling the idea of cleanliness in 
the home. Be sure that the win- 
dows of your store are above re- 
proach. 

The display shown on this page 
tells its own story. It tells the 
school child and his or her parents 
about the various essentials and 
accessories for the opening of the 
school term and it shows that vou 
have those items in stock. This 
window is also of the balanced 
type with plateaux and pedestals 
arranged in symmetrical fashion. 
It’s a window that should not be 
overcrowded. Show your range of 
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school merchandise but don’t make 
the mistake of trying to cram your 
entire stock into the window. Do 
it and you'll lose the entire effect. 

The same colors used for the 
other window should be effective 
for the fixtures and backgrounds 
of this one. You can’t go wrong 
on either green or yellow. The sim- 
ulated slate which rests on the 
easel in the background should, of 
course, be black with white letter- 
ing. Tapes attached to the black- 
board with pasters and leading to 
the various items on display serve 
to call the attention of the onlooker 
to the merchandise you have to 


offer. 
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INTEREST IN SMITH 


S. L. Hall has purchased the 
controlling interest in the Smith | 
Brothers Hardware Co., whole- | 
sale firm at 580 North Fourth St., 











Cc. 8. ROBINSON 


| opened Sept. 1. 
| opening the new warehouse in 


Columbus, Ohio. Mr. Hall, who 
started with the firm as a sales- 
man 24 years ago, became the | 
principal when he ac- | 
quired a large block of stock in 
the company from Charles S. | 
Robinson, president, who is retir- 
ing after more than 40 years’ ser- 


vice. 


owner 


| 
In taking over Mr. Robinson’s | 
stock, Mr. Hall becomes president | 
and general manager, succeeding | 
Mr. Robinson, who was elected to | 
that office when he and Mr. Hall | 
two years ago acquired the stock | 
in the company held by D. E. | 
Mooney. At that time Mr. 
Mooney, who had been president, 
retired. 





| 

Since reorganization of the | 
company two years ago, Mr. Hall | 
has been vice-president and gen. | 
eral manager. In his new position | 
he is president, general manager | 
and treasurer. 


H. K. Armstrong, who has been 
with the company for more than 
16 years and in the offices of the 
company as a buyer of the firm’s 
agricultural line for the past two 
years, has been appointed vice- 
president. W. B. White, secretary 
for more than five years, con- 
tinues in that office. The three 
officers with John A. Connor, 
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S. L. HALL PURCHASES CONTROLLING 


BROS. HARDWARE 


legal counsel for the concern, 
compose the board of directors. 
Smith Brothers Hardware Co. 
has been in business for more 
than 50 years, having been organ- 


| ized by T. F. and J. H. Smith, 


brothers, at Delaware in the late 


| 80’s. The company moved to Col- 


umbus in 1891 and was incorpo- 


| rated under the laws of Ohio. 
| Since 
| moved four 
| home at 580 North Fourth 


the 


times. 


then company has 
Its present 
St. 


was erected in 1926 at a cost of 


| more than $800,000. 


MILCOR STEEL OPENS 
ROCHESTER WAREHOUSE 


To better serve the New York 
area and meet the increasing de- 
mand for its products Milcor 
Steel Co., Milwaukee, Wis., has 
purchased a large modern build- 
ing in Rochester, N. Y., to be 
The purpose of 


Rochester is to make large stocks 
available on short notice. The 
complete line of Milcor fireproof 
building materials will be 
stocked, including metal lath and 


| specialties, corner beads and ac- 


metal ceilings, sky- 
lights, ventilators, roof deck. 
steel roofing and _ trimmings. 
Other items to be stocked include 
eaves trough, conductor pipe and 
fittings, Airtite heaters, stock 
tanks and mail boxes. 


J. H. Riddle has 


cessories, 


been ap- 





J. H. RIDDLE 


New York; Charles J. Heale, | 
editor, Harpware AcE; Paul | 
| Hollister, executive vice-presi- 
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pointed manager of the new 
warehouse. He has been with 
the company for 23 years, during 
which period he has traveled 


extensively and taken an impor- | 


tant part in the development and 
promotion of many new Milcor 
products. The new warehouse is 
located at Atlantic Ave. and 
Greenleaf St., Rochester. Other 
Milcor plants and warehouses are 
operating in New York City, 
Canton, Ohio, Milwaukee, Wis., 
Chicago, Ill., Kansas City, Mo., 
La Crosse, Wis. and Atlanta, Ga. 





DUCO DEALER-CLERK 
CONTEST WINNERS 


Matt Denning, director trade 
sales, E. I. Du Pont de Nemours 
& Co., finishes division, Wilming- 
ton, Del., has announced the 
winners of the recently termin- 
ated Duco contest. Contestants 
were required to mail a photo- 
graph of an object half finished 
with Duco, leaving the other half 
in its original condition. Photo- 
graphs were accompanied by a 
letter of 50 words or more, tell- 
ing how the partially-finished ob- 
ject or surface was used to in- 
crease Duco business. 

The winners are: first prize of 
$250.00 to Roy Robinson, Kim- 
ball & Prince Lumber Co., Mill- 
ville, N. J. second prizes of 
$100.00 each to Alexander Demb- 
kowksi, J. B. Farnum Co., Woon- 
socket, R. I. and Clark H. Shu- 
bert, Murta, Appleton & Co.. 
12th and Sanson Sts., Phila- 
delphia, Pa. 

Third prizes of the $50.00 each 
were awarded to James Delargy, 
J. M. Conner Co., Chicago; John 
B. Hardig, Chas J. Hardig, Cin- 
cinnati, Ohio; George L. Lam- 
phier, Harold A. Lamphier, Inc., 


Meriden, Conn., and Eli Posner. | 


Maine Hdwe. & Plumbing Sup- 
ply Co., Portland, Me. Numerous 
fourth prizes of $25.00 each; 





fifth prizes of $10.00 each and | 
sixth prizes of $5.00 each were | 


also awarded. 
Judges of the contest were: 
Bruce Barton, Congressman from 


dent, R. H. Macy Co; Arthur A. 
Poss, editor, American Paint & 


Oil Dealer, and Ernest T. Trigg, | 


president, National Paint, Var- 
nish & Lacquer Assn. 


| EDWARD L. POSS JOINS 
TRU TEST CORP. 

| Edward L. Poss has becom 
| associated with the Tru Test 
| Marketing & Merchandising 
Corp., Merchandise Mart, Chi- 
cago, Ill., and will have charge of 





EDWARD L. POSS 


its merchandising department. 
Mr. Poss was formerly field sec- 
retary for the Minnesota and 
South Dakota Hardware Associa- 
tions and for the past year wa- 
associated with the Simmons 
Hardware Co., St. Louis, Mo. 


LOWELL W. CLARKE, INC. 
HANDLES BASKET LINE 


Burlington Basket Co., Bur- 
lington, Iowa, manufacturers of 
Hawkeye baskets has appointed 
Lowell W. Clarke, Inc., 1150 
Broadway, New York City, a- 
metropolitan New York represen- 
tatives. The entire line of Hawk- 
eye hampers, baskets and bas 
kenettes will be displayed in the 
Clarke showroom. 





OHIO ASSN. MEETS 
FEB. 14-17 


The 45th annual 


convention 


| and exhibit of The Ohio Hard- 


ware Association will be held 
Feb. 14, 15, 16, and 17, 1939 at the 
Deshler- Wallick Hotel, Columbus. 
Ohio. The association’s hardware, 
housewares, and electrical exhibi- 
tion will be at Convention Hall. 
John B. Conklin, 175 South High 
St., Columbus, is secretary-treas- 
urer. 
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R. J. STRITTMATTER JOINS | lowed by a concert and dancing. 


BLACKSTONE MFG. CO. 


R. J. Strittmatter, Cleveland | 


Heights, Ohio, has been ap- 
pointed divisional sales manager 
of the Blackstone Mfg. Co., 
Jamestown, N. Y. in the central 





R. J. STRITTMATTER 


midwest territory. He joined the 
Apex Rotarex Corp. 22 years ago. 


Eleven years ago he became vice | 
president in charge of sales for | 


the Apex organization and con- 
tinued in that capacity until he 
joined the Blackstone company. 

Mr. Strittmatter’s appointment 
was announced by P. S. Moyni- 
han, sales manager, Blackstone | 
Mfg. Co., who also announced | 
that E. S. Klosterman, Columbus, | 
Ohio, had been appointed sales | 
representative for the southern | 
Ohio territory. 


| sylvania and southern New Jer- 
| sey for the company’s line of 
| fuses, clamps, test clamps, fuse 
| pullers and lubricators. 


| Tll., and suburbs by 


, 


| Chairman of the committee in 
| charge was B. Bernheim and 
assisting him was Leonard Rott 
and John Vickers of the mill 
supply department. 


TRICO FUSE MFG. CO. 
APPOINTS H. L. HUXSTER 
Trico Fuse Mfg. Co., Mil- 

waukee, Ill., has appointed H. L. 
Huxster, 1100 Darby Road, Upper 
Darby, Pa., district sales rep- 
resentative in southeastern Penn- 


| SALES AT JULY HOMEFURNISHINGS 





MARKET 312% AHEAD OF JAN. 


Surging forward on the crest 
of a buying wave that boosted 
sales in the homefurnishings field, 


| the International Homefurnish- 





F. S. CORRADO REPRESENTS 
REMINGTON CUTLERY 


The Remington Arms Co., Cut- 
lery Division, Bridgeport, Conn., 
is now represented in Chicago, 
Frank S. | 
Corrado, with offices at 100 W. 
Monroe St., Chicago. 


GALBRAITH MANAGES WIRE SALES 


ings Market, closed recently in 
the Merchandise Mart after a 
two-week run. Sales ran 31.2 per 
cent ahead of the January market 
and slightly better than July, 
1937. Buyer registrations for the 


two-week period of the show 
totaled 8,762. 
Volume in housewares lines 


was lower than in other fields of 
homefurnishings, but the increase 


| over July was reported at 20 per 


cent, with volume sales reported 
in the premium and promotional 


| showed 


goods lines. Manufacturers in 
the curtain and drapery market 
the most pronounced 
gain. Sales for the two-week pe- 
riod were reported an even 40 per 
cent ahead of last January. Fur- 
niture sales were strong, buoyed 
by the stimulus of the Swedish 
Modern vogue and the 18th cen- 
tury designs, and showed an ad- 
vancement of 37.2 per cent over 
January, and a slight improve- 
ment over July, 1937. Floor cov- 
erings experienced an active high 
dollar value market, registering 
an improvement of 23.9 per. cent 
over the last showing. New two- 
tone textures and higher priced 
goods received the most attention. 








STEWART-WARNER NAMES 
ATLANTA DISTRIBUTOR 


John F. Ditzell, sales manager, 
radio and appliance division of 
Stewart-Warner Corp., Chicago, 
Ill., has appointed Peaslee-Gaul- 


FOR INDIANA STEEL & WIRE CO. 


James L. Galbraith has been 
appointed manager of sales of 
merchant trade products and 
manufacturer’s wire for the Indi- | 
ana Steel & Wire Co., Muncie, 
Ind. P. G. Gullett has been 
named office manager of sales. 


Mr. Galbraith, who has served 


Mr. Klosterman | as assistant sales manager for 12 


had previously been with General | years, will direct the sale of mer- 


Electric Supply Co., Columbus, 
for the past 14 years. For the | 
past four years Mr. Klosterman | 
served as district sales manager 
for General Electric Supply Co. | 
He is well known and well liked | 
by many dealers throughout the | 
territory he is serving. | 


GEORGE WORTHINGTON CO. 
HOLDS ANNUAL PICNIC 


About 800 employees of the 
George Worthington Co., Cleve- | 
land, Ohio, had an enjoyable 
time at the company’s annual 
picnic at Nela Park. Various 
games and contests were held 
during the afternoon and supper | 
was served in the evening, fol- 
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JAMES L. GALBRAITH 


chant wire products, including 
poultry netting, and of wires for 
the manufacturing trade. He will 
continue to contact the trade per- 
sonally. 

Mr. Gullett, who has been asso- 
ciated with the concern for more 
than 35 years, will have charge 
of the company’s general office in 
Muncie. 





P. G. GULLETT 


bert Corp., as distributors of the 
Atlanta, Ga., territory for radios, 
refrigerators and gas_ ranges. 
Peaslee-Gaulbert has taken over 
the factory branch operations 
which were conducted under the 
name of Stewart-Warner Distrib- 
uting Co. This, however, will 
not affect the factory branch at 
Birmingham, Ala., as the Stewart- 
Warner Distributing Co. will con- 
tinue operations in that territory, 
as a branch office. 

In addition to the Atlanta 
territory, Peaslee-Gaulbert now 
distributes Stewart-Warner pro- ° 
ducts in the Jacksonville, Fia. 
and Louisville, Ky., territories as 
well. 


HENRY D. ARCHER CO. 
REPRESENTS HANSON 


The Henry D. Archer Co., 
manufacturers’ representative, 505 
Balter Bldg., New Orleans, La., 
has been appointed sales repre- 
sentative for the Hanson-Scale 
Co., 523-531 North Ada St., Chi- 
cago, in Texas, Louisiana, Okla- 
homa, Arkansas, Mississippi, Ala- 
bama, and Tennessee. 


DISTRIBUTOR FOR TONCAN 
IRON SHEETS 

N. J. Clarke, vice-president in 
charge of sales, Republic Steel 
Corp., Cleveland, Ohio, has an- 
nounced the appointment of the 
Todd-Donigan Iron Co., Louis- 
ville, Ky., as distributor of Ton- 
can iron sheets. 
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THE SILEX CO. SPONSORS 
$5,040.00 WINDOW CONTEST | 


The Silex Co., Hartford, Conn., 
is sponsoring a window display 
which 


salesmen as well as dealers, de- 


contest in wholesalers’ 


partment stores and_ utility 
groups will have the opportunity 
of securing prizes. The contest 
has .been divided into two groups 

department utility 
group and a dealer group. These 
groups have been further broken 
three 
each, according to the city pop- 
ulation. |Wholesalers’ 
selling the winning 
also be awarded prizes. 

Six first prizes of $250 will be 
distributed; six second prizes of 
$50 each and 150 third prizes of 
$10 each. Salesmen will receive 
six first prizes of $25 each; six 
second prizes of $15 each and 
150 third prizes of $10 each. 

Entries will be in the form of 
photographs of windows displayed 


store and 


down into classifications 


salesmen 


stores will 


during the period of the contest, | 


Oct. 
1938. 


15 through December 1, 
Photos must be mailed not 


STEP UP PRODUCTION 
OF EVANOIL HEATERS 


Production of the new Evanoil 
circulating heaters, recently an- 
nounced hy the Evans Products 
Detroit, Mich., has been 
stepped up beyond the original 
schedule to meet the demand 
from the field, according to R. 
B. Evans, general manager of 
the Evanoil Division. “While we 
anticipated a large volume of 
business and established our 
manufacturing program to fit, the 
influx of orders has far exceeded 
our expectations, necessitating an 
increased manufacturing 
ule,” Mr. Evans said. 

“Several factors are responsible 
for the demand over and above 
the quota which we set several 
months ago. Naturally the 


Co., 


sched- 


up- 





R. B. EVANS 





later than Dec. 10. More than 
one picture of window displays | 
will be accepted. The window | 
photos must be properly author- 
| ized by the wholesaler and his 
salesmen. Entry blanks are avail- 
able from jobbers’ salesmen, and 


| must be attached to back of 
photographs submitted. 
Contest judges are: G. A 


Nichols, editor, Printers Ink; | 
| L. E. Moffatt, editor, Electrical | 
Verchandising; Charles J. Heale, 
editor, Harpwart Ace; Alfred 
Auerbach, editor, Retailing: 
Lester Loh, prominent New York 
artist, and A. L. Martin. The 
Crowell Publishing Co. Decisions | 
will be based upon three factors: 
idea —central theme behind the 
window: attractiveness—both for 
arrangement and beauty and sal- 
ability—the ability of the display | 
to stop customers and then make 
| them go into the store and buy. 
Waffle irons and toasters may be 
included in the window but Silex 
glass coffee makers must domi- 


nate. 


ward trend of the business curve. 
increased industrial activity, and 
a betterment of the 
national economic situation have 
contributed wholesomely to the 
current condition. In addition to 
these factors, the of 
the trade to our Evanoil products 
and their comments indicate that 
there is a definite, ready mar- 
ket for the Evanoil of cir- 
culating heater.” 

Commenting upon the distribu- 
tion of the Evanoil products, A. 
W. Shields, sales manager of the 
Evans Prod- 
ducts Co., says that the speed in 
obtaining Evanoil wholesale and 
retail outlets on a national scale | 
is a definite indication that the | 
trade recognizes the existence of 





general 


response 


tvpe 


Evanoil Division, 





a materially larger market for 
circulating heaters which com- | 
bine all the desired improve- | 
ments and innovations over the | 
conventional types. 


months. If the operation of the 
office is considered advantageous 
after the trial period the office of 
executive secretary will be con- 
tinued. Miss Sylvia Krasner, 
former assistant to the secretary 
will be assistant to Mr. Bolger. 
The meeting which was at- 
tended by more than 100 mem- 


bers and guests was presided 
over by James J. Schneer, presi- 
dent of the association. Percy 


Peters, second vice president and 
chairman of the fair trade com- 
mittee outlined for dealers the 
benefits of resale price mainte- 
nance under Feld-Crawford Act 
contracts. By adhering to such 
contracts dealers, can, he pointed 
out, protect their profits. 


JERSEY GROUP HAS 
“LADIES’ NIGHT” 


The last meeting of the Jersey 


Shore Retail Hardware Dealers’ 
Assn., Inc., held at The Dinner 
Bell, Brielle, N. J., was designa- 
ted as “Ladies Night.” More 
than forty members and guests 
were present with L. R. Usher, 
president, presiding. W. Glenn 
Pearce, managing director, Penn- 
sylvania and Atlantic Seaboard 
Hardware Association a 


guest. 


Was 


NEW YORK DEALERS 
CONVENE IN SYRACUSE 
John B. Foley, secretary, New 

York State Retail Hardware 
Association, with headquarters at 
508 Hills Bldg., Syracuse, N. Y. 
has announced that the 1939 con- 
vention and exhibit will be held 
in Syracuse, Feb. 8-10, inclusive, 
1939. Convention headquarters, 
exhibits and meetings will be 
held at the Hotel Syracuse. 


GOODRICH CHANGES IN 
FIELD DEPT. PERSONNEL 
L. A. Rosenberg, formerly New 


York district operating manager, 


The B. F. Goodrich Co., Akron, 


Ohio, has been appointed assist- | 





| sales 





EXECUTIVE PERSONNEL 
OF STAINLESS STEEL, INC. 
Principals of Stainless Steel, 
Inc., Kewaskum, Wis., recently 
formed for the manufacture and 
of stainless steel kitchen 


a 








ihn t 9 








Si 


sa 
( 


Top—A. L. ROSENHEIMER, JR. 


Center—C. S. KEAT 


ING 
Bottom—HARRY B. KLUSMEYER 


utensils are: President, Harry B. 
Klusmeyer, La Grange, IIl.; vice- 
president, A. L. Rosenheimer, 
Jr.; secretary, C. S. Keating. 

Mr. Klusmeyer was formerly 
senior vice-president and_ sales 
manager of Aluminum Products 
and Stainless Steel Products Co. 
of La Grange, Ill. Mr. Rosen- 
heimer is also secretary-treasurer 
and general manager of the Ke- 
waskum Aluminum Co. Mr. 
Keating also general sales 
manager of the Kewaskum Alu. 
minum Co. 

Mr. Klusmeyer reports that 
manufacturing operations are al- 
ready in progress with a substan- 
tial part of future production 


1s 


| ° 
| already accounted for in orders 


| 


| ant manager of the Goodrich re- | 
tail department in Akron, Ohio | 


BROOKLYN APPLIANCEMEN 
ELECT EXEC. SECRETARY 


Thomas Bolger was elected 
executive secretary of the Elee- 


trical Appliance Dealers Associa- 
tion of Brooklyn, at the August 


24 meeting of the organization | 
held at Joe’s Restaurant, 330 | 


Fulton St., Brooklyn, N. Y. Mr. 


Bolger, who has had a varied ex- 


perience in the selling of appli- 
ances for retailers, distributors 
and manufacturers, will devote 


his entire time to his new duties 
and will maintain an association 
office for a trial period of four 





| in New York has been named 
acting New York district oper- 


ating manager. T. E. Bloch be- 
comes acting office manager of 


the New York district. 


district 
both 
sales 
entire 


operating manager for 
the Cleveland and Detroit 
division, will devote his 
time to the Detroit area 
district operating manager 
and A. Y. Wilson, who has been 


as 


assistant district operating man- | 


ager in Cleveland, assumes the 
district operating managership. 


|and j. E. Duffy, office manager | 


| on 
Harry C. Spring, who has been | 


from leading department stores 
and hardware dealers. The new 
line of “Purity” stainless steel 
kitchen utensils is attractive in 
modern style and design—the 
product of the designing staff of 
the Kewaskum Aluminum Co. 
“Armco” stainless steel is used 
the new line. By a special 
process this is given a_ highly 


| polished finish. 


KENTUCKY GROUP 
MEETS JAN. 17-19 
The Kentucky Hardware & Im- 
plement Association will hold its 
annual convention and exhibit at 
the Seelbach Hotel, Louisville, 


Ky., Jan. 17, 18, and 19, 1939. 


HARDWARE AGE 
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‘PLAN “NATIONAL RETAIL DEMONSTRATION” 
SEPT. 19-24 TO BOOM RETAIL SALES 


To stimulate consumer buying 
confidence and thereby increase 


retail sales volume the National | 


Retail Dry Goods Association is 
sponsoring for retail stores, in all 
trades, a National Retail Demon- 
stration to be held Sept. 19-24. 
The National Retail Demonstra- 


tion is intended to arouse greater | 


confidence among consumers by 


causing retailers to display their | 
own confidence in the future. It | 


also seeks to create greater con- 
sciousness among consumers of 
the social and economic im- 
portance of retailers in the na- 
tion and community. 

The form of participation by 
communities will vary as 


the | 


merchants in each city see fit, 


inasmuch as the program con- 
tains no uniform national plan or 
slogan, but is to be fitted to 
each community’s needs. “There 
is no fixed formula for The Na- 
tional Retail Demonstration,” says 
a bulletin of the N.R.D.G.A., “ex- 
cept that every store shall put its 
best foot forward during the 
designated week and run some 
institutional advertising on the 
subject of retailing’s importance 
to the economic and social life 
of these United States and each 
community. Every store will stay 
in character—simply do whatever 
it ordinarily would do, but do 
those things better than 
before.” 

Emphasizing that the Demon- 
stration is for all retail stores— 
whether or not they are affiliated 
with N.R.D.G.A.—the association 
offers three different basic plans 
for participation in the campaign. 
The simplest, and by the same 
token the least effective plan, is 
for the individual store to have 
its own campaign. Under this 
plan participating stores are asked 
to have stocks better than ever 
before with better displays, spe- 
cial interior settings and window 
displays to emphasize the policy 
and strongest appeals of “your 
particular establishment.” 
of this simple campaign is to 
have all employees understand 
the significance of the Demon- 
stration by emphasizing that the 
store is “on parade and that ser- 
vice and courtesy must be at 
their highest levels.” This idea 
is carried out further by inviting 
the public to visit your store, 
“because you are proud of it and 
happy to have it visited.” Invi- 
tations to visit your store can, 
under this plan, be publicized by 
newspaper advertisements, direct 
mail, circulars, radio broadcasts 
and/or by means of display win- 
dow invitations, Institutional ad- 


ever 


| yertising for individual stores is 


56 


recommended so that consumers 
may be told about your store’s 
policies and practices. Each store 
is invited “to put its best foot 
forward in its customary manner.” 

A better suggestion is that a 
store initiate or join “a com- 
munity-wide movement that is 
not announced to the public as 
a campaign or drive or ‘week.’” 
This suggestion is offered be- 
cause “The mass effect of many 
retailers developing the same 
theme, each in his own way, will 
create definite consumer interest. 
The coincidence of similar ef- 





have a slogan or a name it is 


suggested that instead of a “Buy | 


Now” theme something more 
logical or at least more general 


be used as:—(Your city) Week, | 


Demonstration Week, Open House 
Week, O. K. (Your City)! Let’s 
Go!, Sales Mean Jobs, etc. Spe- 
cial decorations and lighting for 
business sections are suggested. 

If practical, in your commun- 
ity, a cooperative essay contest, 
is suggested with advertising, 


| decorations, etc., tying in with 


forts, since they are not identical. | 
ought to strengthen the desired | 


effect.” 


Most favored plan is having 


the contest. Should a contest be 
used to create interest in the 
campaign in your city your local 
post office should be consulted 


| to get its entire approval of the 


stores unite with other stores in | 


their community, “in a_ publi- | 
with a name or | 


cized effort, 
slogan for the week such as 
‘Forward Syracuse’ and Chicago’s 


contest. Provision must be made, 


in an essay contest, for awarding | 


of duplicate prizes, in the event 
of ties, and participation must 


| not entail the purchase of any 


‘New Century of Sales.’ This is | 
the most spectacular and in many | 


places the most productive.” 
N.R.D.G.A. believes that offer- 


ing “good values and even spe- | 


cial values” is a good tie-in with 
the demonstration, “in the sense 
that value is a year ’round policy 
in every store.” However the 
association strongly urges retail 
not to use “Buy Now” 
campaigns as part of the demon- 


stores 


| stration. Because the object of 


the National Retail Demonstra- 
tion is to instill confidence and 
create optimism, among. con- 
sumers, the association urges that 
stores refrain from advertising 
and featuring closeouts, disposals, 
sales of distress stocks, special 
purchases from stricken manu- 


| stration Week there 


facturers, etc., as part of their | 


campaigns. 
For those merchants desiring 


a community wide campaign in | 


connection with the National Re- 


| tail Demonstration the N.R.D.G.A. 


Part | 


suggests calling a meeting ot 
all retailers—whether independ- 
ent or chain stores—outlining the 
plan of the demonstration with 
emphasis on the greater effective- 
ness of a community-wide cam- 
paign and appointing committees 
and sub-committees to get the 
plan under way. Cooperation of 
newspapers, local radio stations, 
businessmen’s associations, 
Chambers of Commerce, frater- 
nal, social and other organiza- 
tions should be sought. It is also 
suggested that important men 
in each community be asked to 
statements of optimism 
over the air or in newspapers 
during the National Retail Dem- 
onstration. 

Where business men of a com- 
munity want their campaign to 


issue 


merchandise. Awards for the best 
letters, in the opinion of quali- 
fied judges, should be for sub- 
stantial amounts or worthwhile 
merchandise. 

In promoting Retail Demon- 
is no con- 
flict with 
chandising weeks and emphasis 


will be put on actual facts of an | 
| optimistic 


note. Further details 


other national mer- | 


on the idea are available from 
James H. Scull, publicity direc- 
‘tor, National Retail Dry Goods 
Association, 101 W. 31st St., 
|New York City. Although the 
movement was initiated by 
N.R.D.G.A. numerous other na- 
| tional trade assocations have sig- 
nified their intention of cooper- 
ating 

Twenty-five communities have 
already made plans for tying in 
with the National Retail Demon- 
stration. Chicago’s “New Century 
| Week of Sales” will be partici- 
pated in by all Chicago stores. 
Sacramento, Calif., will stage 
“Greater Sacramento” days. The 
merchants are arranging special 
transportation inducements, free 
hotel accomodations, free cab 
rides, 10,000 telephone calls to 
Sacramento homes _ informing 
customers of the event, a 10 per 
cent discount on all restaurant 
meals during the event, three- 
minute trailers in movie houses, 
special broadcasts, outdoor ad- 
vertising, a proclamation by the 
Mayor, etc. Cleveland, Ohio, is 
carrying out a program under 
the name of the “Cleveland Plan” 
into which business enterprises 
of all types will be drawn. 
Seattle, Wash., plans to tie in 
its present “Sales Make Jobs” 
campaign with the “Demonstra- 
| tion.” 








WESTINGHOUSE MAKES 


CHANGES 


IN MERCHANDISING PERSONNEL 


J. F. O'Donnell has been ap- 
pointed assistant sales manager 
of the merchandising division for 
the Westinghouse Electric & Mfg. 
Co. For the past four years he 
has been the Westinghouse cen- 
tral district merchandising man- 
ager. Mr. 
had sales experience as assistant 
manager of the refrigeration de- 


partment and as merchandising | 
representative of the company’s | 
He will main- | 


New York office. 





J. F. O’7DONNELL 


O’Donnell has also | 


| tain an office at the Westinghouse 
merchandising division headquar- 
ters in Mansfield, Ohio. 

J. E. Hugo, former sales pro- 
motion manager of the central 
district will succeed Mr. O’Don- 
nell as merchandising manager of 
that district. Mr. Hugo has been 
with Westinghouse in various ap- 
paratus and merchandising posi- 
tions for the past 17 years. 

R. C. Gosgrove has been ap- 
pointed manager of the house- 
hold refrigeration department 
and T. J. Newcomb as manager 
| of the commercial refrigeration 
department, effective concurrent- 
ly with the separation of the air 
| conditioning department from the 
| merchandising division. With P. 
| Y. Danley, recently named man- 
| ager of the air conditioning de- 
| partment and former manager of 
the air conditioning and refriger- 
ation department, establishing de- 
| partmental headquarters at the 
Westinghouse plant at East 
Springfield, Mass., separate de- 
| partments were set up for house- 
hold refrigeration and commer- 
| cial refrigeration. Both of these 
departments will have their offices 
at the merchandising headquar- 
tres in Mansfield. 
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| Gu6 aL Kock DEMERS 


TO FALL IN LINE BEHIND THE 


SERGEANT 





°CIS 


The lowest price ever quoted for a genuine G-E electric 
alarm. Only one of the outstanding attractions in 
G.E."S DRESS PARADE OF CLOCKS 


THE SERGEANT IS GOING TO TOWN. So 
are dealers who line up behind it. It’s the great- 
est sales maker G. E. has yet presented to clock 
dealers. It has looks. It has appeal. It has a retail 
price that fits into the budget of your trade. And 
it has the reputation of G.E. behind it. 

Lead off with THE SERGEANT for the quick 
sales it makes. Look over the entire DRESS 
PARADE of G-E clocks, priced to retail from 
$2.95 to $375 (with plenty of models in the 
popular priced brackets). Sign up for the Special 
Introductory Assortment described and illustrat- 
ed below. It’s G-E Clock Time—RIGHT NOW! 
General Electric Co., Applianee and Merchandise 
Dept., Bridgeport, Conn. 


Introductory Assortment No. 1 


List Price 
1 7H-94 Sergeant Alarm, black ee. 
1 7H-94 Sergeant Alarm, ivory............ 3.50 
1 7H-94-L Sergeant Alarm, black (Luminous 
dial).... DE Aes. « . 3.95 
1 7H-94-L Sergeant Alarm, ivory (Luminous 
eae es ateg Sera ii » 
1 7H-78 Acorn Alarm, brown....... . 6 
1 2H-08 Garcon Kitchen Clock, ivory . 30 
Buy these 6 clocks, plus display for only . . $14.82 
Sell them in no time at all for 22.35 
Pocket this gross margin. . i piece le ais Seo 





ASK YOUR G-E DISTRIBUTOR ABOUT 
THE NEW FREE WINDOW DISPLAY. 


GARCON $3.50 
Kitchen Clock 
* 
ACORN $3.95 
Alarm Clock 





* 
ITHACA $2.95 
Occasional Clock 
& 
DUNCAN $4.50 


Occasional Clock 
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G. E."S SENSATIONAL SELF-STARTING 
ALARM THAT RETAILS FOR ONLY 


THE SERGEANT 


MODEL 7H-94 





With plain dial, and Model 7H-94-L with luminous dial, are 
available in a handsome moulded plastic case of black or ivory 
finish. Stock all five models in the General Electric low priced 
line, and feature the Sergeant on its tailor-made display, de- 
signed to draw maximum attention while occupying the mini- 
mum amount of space. 


MATCH THESE FEATURES WITH ANY CLOCK SELLING FOR $2.95 


* Electric alarm * Always accurate 

« Self-starting * Long, trouble-free service 
* Sealed-in-oil motor * No winding 

* Styled plastic case * No regulating 

* Easy-to-read dial * Guaranteed 


If It’s Electric — Be Sure It’s General Electric 


GENERAL @ ELECTRIC 


57 








Clemson Bros. salesmen who will sell the Clemson mower are, reading from left to right: top 
row, W. E. Cross, vice-president, directing sales; Harold Barber, S. N. Sears, J. J. Wallace, as- 
sistant sales manager; R. N. Oysler, R. B. Jones. D. Verrier, A. V. Wilson, F. Keyler. Bottom 


row, T. D. VanderV oort, D. 


irnout, Dudley Condit, Russell Pines and Gene Moppert. 


ROXYETTES LAUNCH SALES CAMPAIGN 
FOR CLEMSON LAWN MOWERS 


One of the features of the 
three-day sales convention of 
Clemson Bros., Inc., Middletown, 
N. Y., manufacturers of the new 
Clemson Model C 17 lawn mower, 
was the famous Roxyettes direct 
from Roxy’s theater in New York. 
Twenty-four girls and 24 Clemson 
mowers comprised the dance 
number which was given before 
an audience of several thousand 
each night for the entire week of 
the Orange County Fair held at 
Middletown. 

Richard D. Clemson, president 
of the company and to whom all 
credit goes for the invention of 
the new features embodied in the 
Clemson Mower, addressed the 
meeting at various times, taking 
the group through every detail of 
manufacture. Each salesman was 
given the opportunity to work on 
the assembly line and thereby 
observe the manner of precision 
used in the building of the ma- 
chine. 

F. Keyler, representing O. S. 
Tyson and Co., New York City, 
advertising merchandising 
counsellors for the firm, told of 
the advertising 
program planned and exhibited 
the window display pieces and 


and 


comprehensive 


advance copies of advertisements. 
Direct mailings will also be a 
part of the program. 

William E. 
dent and directing and 
John J. Wallace, assistant sales 
manager, addressed the meetings, 
outlining the sales plans and tell- 


( ‘ross, V ice-presi- 


sales, 


ing of the successful preview of | 
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At the final 
meeting, he announced the price 


the Clemson mower. 


set-up for the 1939 season aed, 


SMALL BUSINESS CONFERENCE GIVES RISE 





spoke of the firm’s desire to mar- 
ket the mower exclusively through 
the hardware wholesaler. 


TO NUMEROUS “LITTLE BUSINESS” ASS‘NS 


During recent months a large 
number of local and _ national 
“small business men” organiza- 
tions have sprung up as the re- 
sult of the Feb. 2-3 “Conference 
of the Representatives of Smaller 
Business”, called by the Secre- 
tary of Commerce and held in 
Washington, D. C. So far as is 
known none of these new groups 
are directly affiliated with any of 
the than 10.000 already 
existing business organizations, 
most of which are largely com- 
posed of smaller business men 
and it is too early to estimate 
whether or not this new type of 


more 


business group will be perma- 
nent. Included in the ranks of 


these new groups are: 

American Federation of Little 
Business, 1627 K St., Washing- 
ton, D. . 

American Small 
Council, 1341 Connecticut 
Washington, D. C. 

Delaware Small Business Assn., 
Wilmington, Del. 

Independents, Inc., 2861 Gra- 
vois Ave., St. Louis, Mo. 

Little Business Associates of 
Rochester, Rochester, N. Y. 

Little Business, Inc., 5740 Cass 
St., Detroit, Mich. 

Little Business Men of Amer- 
ica, 410 S. Spring St., 
Angeles, Calif. 


Business 


Ave., 





Los | 


Little Business Men’s League 
of America, 410 N. Mich. Ave., 
Chicago III. 


National Advisory Council, 
Washington, D. C. 

National Advisory Organiza- 
tion, Bay St. & Victory Blvd., 
Tompkinsville, S. I., N. Y. 

National Assn. of Little Bus- 
iness, 7355 Michigan Ave., Chi- 
cago, Ill. 

' National Assn. of Small Bus- 


ness, Cincinnati, Ohio. 

National Confederation of Bus- 
ness & Industry, 697 E. 132 St., 
New York City. 

National Small Business Men’s 
Ass’n., 163 N. Union St., Akron, 
Ohio. 

Nation’s Smaller _ Business 
Council, Room 402, 149 Broad- 
way, New York City. 


New Jersey Business Men’s 
Assn., West Orange, N. 5. 
Small Business Men of Vir- 


ginia, Staunton, Va. 

Smaller Business Assn. of the 
New York City Area, 132 Bleeker 
am. ™ ts G. 

Smaller Business Men’s Assn. 
of California, Oakland, Calif. 

Smaller Business of America, 


| Inc., Columbus, Ohio. 


Smaller Business of New Eng- 
land, Room 32, Park Square 
Bldg., Boston, Mass. 











BUILDERS’ HARDWARE 
CONVENTION 


The National Association 
of Contract Builders’ Hard- 
ware Distributors, Inc., 225- 
227 Federal St., N.S., Pitts- 
burgh, Pa., will hold its an- 
nual convention Sept. 20-22, 
1938, at the William Penn 
Hotel in Pittsburgh. In a 
news item in the Aug. 25th 
issue of HARDWARE AGE. 
we inadvertently stated the 
convention dates to be 
Sept. 21 to 23. 





CROWDS AT REOPENING 
OF DANBURY HARDWARE 


Hundreds of friends and old 
customers flocked to the formal 
re-opening of the Danbury Hard- 
ware Co., Danbury, Conn., under 
the active management of How- 
ard H. Mignerey and James W. 
McCollum, who have been vice- 
president and secretary respec- 
tively of the concern for several 
years. The Danbury Hardware 
Co., one of Danbury’s oldest es- 
tablished retail firms, sold out its 
stock and real estate last Decem- 
ber. The new store is located at 
242 Main St. 

The store carries the same type 
and quality of goods formerly 
carried and the same lines are 
being continued in most in- 
stances. This includes general 
lines of hardware, glassware, 





J. W. McCOLLUM 


china, and house furnishings. The 
soda fountain of the drug store, 
which formerly occupied the Dan 
bury Hardware’s present prem 
ises, has been retained and will 
be continued to be operated by 
Miss Bessie Randall, as a fea- 
ture of the new hardware store. 

Colorful flower baskets and 
congratulatory messages were re- 
ceived by the Danbury Hardware 
Co. from business associates and 
friends. Many visiting jobbers 
and factory salesmen were pres- 
ent. 
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= SMART APPEARANCE 
several International light-delivery units 
ardware in 4-ton to 1-ton capacities, in 
three wheelbase lengths. 
dest es- 
1 out its 
Decem- 
ated at 
we LET INTERNATIONALS 
ormerly 
si HAUL IT 
st in- 
general 
ssware, You get the real measure of International Trucks 
only when they go to work for you. And then you 
get a better demonstration of stamina and econ- 
omy—more performance per dollar—than you have 
ever-known before. 

International builds every type of truck to meet 
every trucking requirement, from %-ton delivery 
to powerful six-wheelers. In all, there are 30 
models in 99 wheelbase lengths. And every one 
of them is all-truck in every inch and ounce of 
construction and design. 

Every International is engineered for outstand- 
ing performance and styled for brilliant appear- 
ance. The illustrations on this page show the 
quality of International design. For performance, 
let the trucks speak for themselves, for your 
business on your job. 

There are 242 Company- owned branches and 
thousands of dealers at your service, ready to give 
you a demonstration at your convenience. 

INTERNATIONAL HARVESTER COMPANY 

. (INCORPORATED ) 
e 180 North Michigan Avenue Chicago, Illinois 
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e Dan 
prem 
d will 
ed by 
a fea- 
store 
and 
re re- 
dware 
s and 
bbers 
pres. 
i\GE 


SEPTEMBER 8, 1938 


INTERNATIONAL TRUCK 





















MANEUVERABILITY 
International Cab-Over-Engine 
Model D-300—a new high stand- 
ard for close work in crowded 
traffic. 




















CROSS TOWN OR CROSS 
COUNTRY 

An International 3 to 4-ton Truck- 

Tractor. International Harvester 

sells twice as many heavy-duty 

trucks as any other manufacturer. 

























LEADER IN 1%-TON FIELD 
International 1%-ton Model 






D-30 with special panel -stake 
body. Several other models for 
the medium-duty field. 


























STAMINA IN STEEL 
There are many International Six- 
Wheel Models, Dual- Drive and 
Trailing-Axle. Gross vehicle 
weights 18,000 to 62,000 pounds. 













PROGRAM PLANNED FOR PITTSBURGH 
BUILDERS’ HARDWARE CONVENTION 


J. Harold Dumbell, president, 
National Association of Contract 
Builders’ Hardware Association, 
Pittsburgh, Pa., has announced 





J. HAROLD DUMBELL 


the program for the convention | 


of that organization which will 
be held Sept. 20-22, at the Wil- 
liam Penn Hotel, Pittsburgh. 
The convention will officially con- 
vene Tuesday, Sept. 20th at 2:00 


p. m., when a meeting of dis- 
tributors will be held. Mr. Dum- 
bell will briefly address the 


assembly and will be followed by 
Adon H. Brownell, vice-president 
and general manager, H. D., 
Taylor Co., Buffalo, N. Y., and 
contributing editor to HARDWARE 
Ace. Mr. Brownell will talk on 
“The Builders’ Hardware Engi- 


neer.” Joseph S. Hunt, manager, | 


builders’ hardware department, 
Hardware and Supply Co., Akron. 
Ohio, will discuss “Overhead and 
Cost Records.” A general dis- 
cussion will follow. 

On Wednesday morning, Sept. 
21, William H. Haase, manage 
builders’ hardware department, 
Richards & Conover Hardware 
Co., Kansas City, Mo., will talk 
on “Making the Consumer Hard- 
ware Conscious.” “The Architect 
and Builders’ Hardware” will be 
the subject of an address by Ray- 
mond M. Marlier, President, The 
Pennsylvania Associates of Archi- 
tects. I. J. Fairchild, chief, Di- 
vision of Trade Standards, U. S. 
Dept. of Commerce, follows with 
a talk on “Builders’ Hardware.” 

4 dinner is planned for six 
o'clock Wednesday evening for 
manufacturers salesmen and 
agents, association officers and 
directors. 


Thursday, Sept. 22, O. L. Meis- | 





Gardner Hardware Co., Minne- 
apolis, Minn., will then review the 
convention. The banquet will 
take place at 6:30 o'clock that 
evening. 

| Tuesday, Sept. 20 has been 
| designated as “Architects’ Day” 
| at the exhibit of builders’ hard- 
ware, which will occupy the en- 
tire fourth floor of the William 
| Penn Hotel. 


REPRESENTS SOSS 
IN SOUTHWEST 


The Soss Mfg. Co., Roselle, 
N. J., manufacturer of the Soss 
| invisible hinge, has appointed 


The Southwestern Corp., 17 W. 
Monroe, Phoenix, Ariz., in charge 
of sales in Arizona, New Mexico 
and the city of El Paso, Tex. 


GALENA’S FALL 
SPORTS CARNIVAL 


\ feature of the Fall Sports 
Carnival inaugurated by the Ga- 
lena Oil Corp., Cincinnati, Ohio, 
is a contest by which dealers will 
be enabled to win prizes of Gold- 
smith sports equipment. 
wholesale distributors advise the 


Galena 


company the number of cases and 
drums of Super Galena and/or 
Galena motor oils they have on 
hand, and the company in turn 
sends the wholesaler the correct 


amount of certificates to affix to 
to the 
When the dealer buys 


the oil before it is sent 


dealers. 


| sufficient oil containing the certi- 


pany and then is forwarded his 
choice of sports equipment. 

The wholesaler will be informed 
at the end of the contest of the 
number of gallons he has sold 
under the plan, per the certifi- 
cates redeemed, and the company 
will replace the gallonage sold 
with an equal amount of oil. 
This contest remains in effect 
from Aug. 15 to Nov. 1, 1938. 





NORVELL BOOK WANTED; 
READER OFFERS $1.50 


A reader of HARDWARE 
AGE offers $1.50 for a copy of 
Saunders Norvell’s book “Forty 
Years of Hardware,” if in good 
condition. This book was pub- 
lished serially in HARDWARE 
AGE several years ago and 
later brought forth in book 
form. Due to the popularity of 
the book, the publishers have 
sold all available copies. 
Readers having any extra 
copies and willing to release 
them for the amount mentioned 
will please advise the HARD- 
WARE AGE, Editorial Dept., 
239 West 39th St.. New York 
City. Do not mail the book 
until requested to do so. 





NEW ENGLAND DEALERS 
CONVENE IN BOSTON 
Feb. 28, March 1 and 2, 1939 
are the dates of the annual con- 
vention and exhibit of the New 
England Hardware Dealers Assn. 





ficates to get the prize of Gold- 
smith sports equipment he has 


| picked out, he sends the required 


number of certificates to the com. | 








SUPPLEE-BIDDLE BASEBALL TEAM GOING PLACES! 





| 
| 


ter, Pittsburgh Builders’ Hard- 
ware Club, will talk on “Co- | 
operation.” The election tellers 


and committee reports will fol- 


low. H. M. Gardner, President. 


60 


| will 


Convention meetings and exhibit 
be at the Hotel Statler, 
Boston, Mass. George G. Hoy, 
140 Federal St., Boston, is secre- 
tary. 








PHOTOGRAPHIC WINDOW 
DISPLAY CONTEST 

Behr-Manning Corp., Troy, N. 
Y., is inaugurating a _ photo- 
graphic window display contest 
in which prizes will be awarded 
for the three best window photos. 
The best photograph will receive 
$25; second choice, $15, and 
third choice, $10. All entrants 
not winning one of the major 
prizes will receive a “Crystolon 
Handy Sharpener,” which retails 
at 50 cents. 

Contest rules are: the window 
must be trimmed with Behr- 
Manning sandpapers or oilstones ; 
entries must be made with 
glossy black print from 5 x 7 
inches to 8 x 10 inches, and the 
photo must be received by The 
Triangle, the company’s publica- 
tion, not later than Oct. 10. The 
company must also receive per- 
mission to use the photograph as 
it sees fit. The judges’ decision 
will be final. Judges are the com- 
pany itself, and C. J. Heale, edi- 
tor, HARDWARE AGE. 

In making the award, Behr- 
Manning will pay particular at- 
tention to the general arrange- 
ment of the window display and 
particularly the ease with 
which its products and names can 
be recognized. 


a 


to 


BURTON-SMITH TRADING 
CHANGES NAMES 

David H. Berger, longer 
being associated with the Burton- 
Smith Trading Co., manufactur- 
ers’ representative of 1150 Broad- 
way, New York City, Sidney W. 
Smith is continuing the business 
as S. W. Smith Distributors at 
the same address. 


no 





| Although immovable in this picture, the baseball team of the Supplee-Biddle Hardware Co.. 
Philadelphia, Pa., is in reality a fast moving aggregation that has succeeded in hanging up an 
enviable record for the season. Daniel L. Beeson is captain. George A. Crudden is manager. 
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=| WINCHESTER 


TRADE MARK 


= | _ SUPER SPEED CENTER FIRES 


retails 


indow 
Behr- 

tones ; 

ith a 

» x 7 

d the 

; The 

blica- 

, The 

: per- 

ph as . , , ‘ 
ge In the medium-power class, popular Super Speeds as shown above are: .30 Win., .32 Win. Spl., .257 Win.- 

CISION ) Roberts, .250-3000 Sav., .25-35 Win. In the most powerful class: Super Speed .300 and .375 H. & H. Magnum, 

-eom- ‘ . .348 Win., .270 Win., and .30 Gov't ‘06. Full range in bullet choice. Many other popular sizes. 


, edi- 


vs 2% The SUCCESS Cartridges Wanted 


ange- 


<a by Big-Game Hunters 


O every customer buying a Winchester Model 70 Bolt Action 


” ‘ big-game rifle, or a Model 71 or Model 64 Lever Action, sell 
nger these new, popular, success cartridges— Winchester Super Speed 
_ é ; Staynless. 

~<a Sell Winchester Super Speeds to all hunters already having these 
y W. i... or other Winchester center fire models, or center fire rifles of other 
ye “a ‘ makes, for which Super Speeds come. More than 40 popular big- 


game loads are now available. 
j Super Speed Staynless center fire cartridges are loaded to max- 
| imum ballistic efficiency. That means they have full rated velocity 
and power, with characteristic Winchester superior accuracy. They 
have, of course, the dependable Winchester Staynless non-mercuric 
priming —clean in the rifle barrel, positively rust-preventing and 
harmless to fired cases. And they are strongly advertised. 


Ask your Jobber’s Salesman for full details. 


—NEW HAVEN, CONN., U.S.A. 
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FRED BUCK DIES 


Noted industrialist was president of Lufkin 


Rule Co. 
career of 61 years to 


With the passing of Fred Buck 
on Friday, Aug. 12, a _ long 
record of achievement in indus- 





FRED BUCK 


trial, cultural and charitable ac- 
tivities was brought to a close. 
His career, embracing 61 years 
all told, had its beginning in 1877 
and was brought to fruition with 
the growth of the Lufkin Rule 
Co., Saginaw, Mich. 

Mr. Buck was in his 80th year 
when death came after a four- 
week illness. 


Until his last illness, Mr. Buck | 


continued to guide the Lufkin 
Rule Co., which through his en- 
ergy and leadership, grew from 
a one-room shop to its present 
important position. 

Fred Buck was 
hardware store of his father in 
Adrian, Mich. His first hardware 
job was in 1877 in the Smith & 
Jewell Hardware which 
succeeded his father’s business in 
that town. In 1882 he went with 
Morley Brothers of Saginaw, 
Mich., and in 1884 with Ducharm 
Fletcher & Co. of Detroit. 

It was while at Morley Broth- 
ers, Mr. Buck met the late Alfred 
F. Marshall, then general man- 
ager of Morley Brothers. This 
friendship later resulted in bring- 
ing the Lufkin Rule Co. to Sagi- 
naw. Mr. Marshall had heard of 


store 


a small plant in Cleveland, the | 


H. T. Lufkin Rule Co., then be- | 


ing operated in one room, and he 
became interested in purchasing 
it. Mr. Buck left Ducharm 
Fletcher and together with Mr. 
Marshall took over the Lufkin 
plant at Cleveland with Mr. Mar- 
shall as financial director and 
Mr. Buck as general manager, a 
position he held from 1885 until 
his death. 
Because of the 
lumber-measuring rules in Sagi- 


62 


born in the | 


demand for | 


Had devoted entire business 


the hardware industry 


naw, the Lufkin Rule Co. was 


moved to Saginaw in 1892 with | 


Mr. Buck as vice-president and 
general manager and Mr. Marshall 
as president. In 1914, after Mr. 
Marshali’s death, Mr. Buck be- 
came president and general man- 
lager. Under his guidance the 
company grew and expanded its 
output. As the demand for lum 
ber-measuring rules declined, the 
firm turned to other products. 
adding tape measures, folding 
| rules and, later, precision instru- 
| ments. Mr. 


vices which he assigned to his 


compary. 


Mr. Buck’s energy and breadth 
of vision extended beyond his in- 
dustrial activities and it is bhe- 
| cause of his desire for civic bet- 

terment that Saginaw has its 
present library system. The east 
board of education 
claimed Mr. Buck’s talents as a 
member from 1920 to 1924, one 
year of which he served as presi- 
dent. 


side also 


Community Chest and was an 
honorary director and for several 


years headed the 


vision. 





His activities in the community 


when the board of commerce 


| selected him as one of Saginaw’s | 
| outstanding citizens and elected | 


| him an honorary life member. 
| Mr. Buck also took an active 
interest in Y.M.C.A. affairs and 
furthered that organization’s work 
at every opportunity. In October, 


1935, he was elected a member 
of the Harpware Ace Fifty-Year 
Club. 


He ieaves a daughter, Mrs. J. 
Gardner Stevens, of Great Bar- 
rington, Mass., and two grand- 
Lewis Bernard, Jr., and 
Fred Bernard of Saginaw. and a 
sister, Mrs. Walter W. Van Brunt 
of Saginaw. As a final tribute 
by his employees the Lufkin fac- 
tory was closed. 


sons, 





H. W. PAULL 


H. W. Paull, president of the 
| Eagle Mfg. Co., Wellsburg, W. 
| Va., passed away at his home in 
that city on Aug. 15, after a brief 
illness. He was 72 years old. 

Mr. Paull and two brothers 
founded the Eagle Mfg. Co. in 
1893 and he was actively inter- 
ested in the company as its presi- 
dent until his death. He was 
also president of the Wellsburg 
Banking & Trust Co. 





Buck was also the | 
inventor of several measuring de- | 


He was an active worker 
in every campaign of the Saginaw | 


industrial di- | 


Surviving are his widow, Mrs. 
| Louise Beall Paull; a daughter, 
| Mrs. Ralph Whitehead; a sister, 

Mrs. W. C. Jacob, and one broth- 
er, S. O. Paull, who is actively 
| interested in the business of the 
| Eagle Mfg. Co. as its secretary. 


| All are of Wellsburg. 


ROYAL T. LE VAN 


Royal T. LeVan, 59, founder 
| and proprietor of Royal T. LeVan 


| & Sons, Sanborn, N. Y., passed | 
LeVan had | 


away recently. Mr. 
been engaged in the hardware. 
plumbing, heating and electrical 
business since 1910. 


GEORGE R. RAYNER 
George R. Rayner, 67, executive 
| vice-president of The Carborun- 
dum Co., Niagara Falls, N. Y., 
and one of the most prominent 


industrial leaders of Niagara 
Falls, passed away Aug. 15th 
after an extended illness. Mr. 


Rayner had been connected with 
The Carborundum Co. since 1898 
when hie went to Niagara Falls as 
secretary and general sales man- 
ager, following a period of sales 
activity in the Chicago territory. 
Shortly after the World War in 
1919, he was elected vice-presi- 
dent of the company, which posi- 
tion he held until his death. 
During his 40 years with the 


| 

\ nation-wide radio campaign 
in support of the Patman Com- 
munity Preservation Bill (H. R. 
9464) and the Federal Business 
Education Bill (H. R. 10260) has 
been inaugurated by the Freedom 
of Opportunity Foundation. The 
campaign began on Aug. | and 
is continuing through Dec. 15, 
1938. Charles G. Daughters. ex- 
ecutive secretary, has enlisted the 
cooperation of the following con- 
state governors, offi- 
cials, and business men in a se- 
ries of 15-minute radio broadcasts 
national hook-ups of the 
Mutual, Columbia, and National 
broadcasting systems. 

Sept. 11, Hon. G. R. Withrow 
| of Wisconsin and Hon. Luther 
| Patrick of Alabama; Sept. 18, 
Hon. Albert J. Engel, Michigan; 
Hon. W. R. Poage, Texas; Sept. 
25. Hon. Wm. M. Colmer, Mis- 
sissippi, and Dr. J. R. Shutz, 
sponsor F. O. re Indiana. 

Oct. 2, Hon. R. T. Buckler, 
Minnesota; Hon. Fred Gilchrist, 
Iowa, and Hon. Gerald J. Boil- 
eau, Wisconsin; Oct. 9, Hon. 
John T. Bernard, Minnesota, and 
Dr. E. E. Snyder, sponsor F. O. 
F., Ohio: Oct. 16, Charles Baly- 
' eat, sponsor F, O. F., Ohio; Hon. 





gressmen. 


over 





company he was active in devel 
oping the abrasive industry and 
had made hundreds of friends 
among the officials of the coun- 
try’s great industries. 

He leaves his widow. Mrs. 
| Helen E. Rayner, a son, George 


| B. Rayner, all of Niagara Falls: 








GEORGE R. RAYNER 


| two stepsons, John Storm, of 

| Birmingham, Mich., and Robert 

| J. Storm, of Niagara Falls, Ont., 
and a stepdaughter, Mrs. Helen 
S. Shepherd, of South Orange. 

1.5. 

\ 


| “e ; siden 
Beng iniy ering! poland ocr span, RADIO TALKS AID COMMUNITY PRESERVATION 


| AND FEDERAL BUSINESS EDUCATION BILLS 


| Byron N. Scott, California, Oct. 
| 23, Hon. White. 
Idaho, and Francis F. Powers. 
Editor, Independent Business: 
Nov. 6, Hon. Robert L. Ramsay, 
West Virginia; Nov. 13, Hon. 
Martin Dies, Texas; Nov. 20, 
Hon. John S. McGroarty, Cali- 
fornia, and Hon. George J. 
Schneider, Wisconsin; Nov. 29, 
Hon. James I. Farley, Indiana. 

Dec. 4, Hon. William Lemke. 
North Dakota. 

This is an incomplete schedule. 
Other prominent names, includ- 
ing chief executives of various 
states, will be added to the above 
list. 


Compton I. 


PROMINENT CONDUCTOR 
LEADS HARDWARE BAND 


At an old home day celebration 
in New Bedford, Conn., arranged 
by the Andrew Mygatt Post of 
the Veterans of Foreign Wars. 
Leopold Stokowski directed the 
25-piece Union Hardware Band 
of Torrington, Conn., in a rendi 
tion of the “Star-Spangled Ban- 
ner.” Dr. Stokowski, recently re- 
turned from Europe, was at his 
summer home in New Bedford. 
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NEW LOW PRICES 


ON FAMOUS PYREX OVENWARE! 
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DON’T LOSE SALES FROM LOW STOCKS 












. mages your Fall housewares profit with Pyrex Ovenware at 
the same generous trade discounts. Identify your store as 
ee headquarters for the 36 most popular pieces of Pyrex Ovenware, 
Robert now selling for 30% to 50% less than their lowest prices in his- 
, Ont.. tory. Make the largest magazine advertising campaign in the 
Helen utensil industry work overtime for your store. 
range, * 
Sell the hundreds or thousands of medium and lower income 
families in your community who can now afford the Pyrex Oven- 
N ware they've wanted for years. You can achieve these 4 profitable 
advantages by taking two easy steps. First, check over your stock 
_ and round out your display and supply of Pyrex Ovenware by mail- 
, Oct. : : : 
Thite ing in the order blank today. Second, use the free window streamer, 
ne counter card, folders and newspaper mats soon as 
ie. they’re received. Corning Glass Works, Corning, N.Y. 
msay, 
Hon. 
20, r 
Cali- 
c J. Lit La enone ene ce eee eee SSE SCS CESS C SOS SECSL OSS S LOOSE LESS SES ESSEDSLCSSSSINISISIONINNNRNR0N0RN0NN0NNN, 
CORNING, N.Y. : 
* : CLIP, FILL-IN AND MAIL TO CORNING GLASS WORKS, »NY. 3 
mke, : a tility dish : 
3 No. 621 casserole with handy ge oval ——— = No. 232 oblong u ps one ‘a : 
: 40c — nob cover..... ee ee ® 
me. : a a 9 — No. 021 round open baker No. 209 pie plate . . now 25c [| : 
clud- ® No. 622 casserole with handy = o. r m* o () . 5 
ois : knob cover ....-.- now 50c 6 Ry ew Brat oe 4. No. 210 pie plate . . now’30c [_] 
five : No. 623 casserole with og 7 No. 022 round ~— S 7 No. 211 pie plate . . now 35c J : 
: knob cover.... now 65c ‘— Ree eNO ara ey ro : 
4 ‘ 2 . No. 8 round measuring cup = 
: No. 682 casserole with pie CJ No. 023 round open — ey a Se ee ghee era now 15c LI : 
> plate cover .....- now 50c ‘— OT ae ae ee segek ten : 
~ : * Z ak- } . 426 custard cups ..... : 
RK : No. 683 casserole with pie (~] No. 032 deep oval open = [] “g rg eigen pp 10c & : 
D : plese cover... .. anew 65¢ \— ing dish......-.- now c al es : 
tion ‘ No. 684 casserole with pie (~ No. 212 oblong loaf pan No. 221 round eo aac |_| ‘ 
~ late cover . now 75c = a ee ee ae . now 45c : oe Se 6 eM oe & ew OO Z ® 
ied s P er eo ada . . = . 
I cas i “| long utility dish No. 662 refrigerator dish : 
r of : No. 632 oval casserole with No. 231 ob ea i a eee. , a eee j : 
ars. : knob cover ....-- now 50c LJ 6 db Slee bk 05s ke with flat co : 
the : , i holesaler. .....cccccccccccsccccccsccces A. 5. 6 bcd tn add kd Se ESAS DOSED TAES : 
and . Refer my order nad following — Order is subject to « holesaler’s acceptance ° 
adi : Please ship me the above Pyrex ware at once to: : 
jan 3 : ee ee) PrP eer ry ee ter ee ee 2 
re - Rede 5 5 ciaiaine: 6 bad Ul bis aS Heino bis /ak SARE TS SARE RAIS USS Sein te S:6 5SOS #0 EEE es a a 
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|a hardware store in South Jeffer- 





HARDWARE BRIEFS 


|son St., that city. 





The Ridgway Hardware has 





INDIANA 


Hayford Bilby has purchased 
the Eckert-Palmer Hardware at 
Osgood, Ind. The business will 
be continued in the same loca- 
tien. 


IOWA 


The complete stock of hard- 
ware and paints of the Fred Bos- 
sart Estate has been sold by the 
administrators of the estate, C. F. 
and Mildred Simmermaker to the 
Marak-Steffer Co., Tipton, Iowa. 


KANSAS 


George Eutsler is opening a 
Gamble Hardware store in Te- 
scott, Kan., and will carry a 
general hardware line, including 


electric refrigerators, radios, | 


wheel goods, etc. 


Ted Livingston and _ Robert 


Rich, Edna, Kan., have purchased | 


a hardware store at Chase. 


KENTUCKY 
The Collins Hardware Co., 
Greenup, Ky., capitalized at $15,- 


000, was granted a charter of in- | 


corporation. Incorporators are 


Sarah York Collins, James Col | 


lins, and Nat Collins. 


G. H. Curry, hardware dealers 


of Raceland, Ky., suffered a loss | 


of $8,000 in flood waters that 
reached Raceland, on the West 
Virginia-Kentucky border,  fol- 
lowing cloudbursts in the moun- 
tains. 


LOUISIANA 


The Waring-Parker hardware 
and sporting goods store at 519- 
21 Edwards St., Shreveport, La., 
and the Jerry Derbes Co., Inc., 
518 Market St., have been 
merged. The combined busi- 
nesses will be operated as the 
Parker-Derbes Co., Inc., and will 
be located in the Waring-Parker 
building. The Derbes Co. has 


been a paint and wallpaper store. 


MAINE 


The Waterville Hardware and 
Plumbing Supply Co., has been 
opened at 20 Main St., Water- 
ville, Maine, with a full and com- 
plete line of hardware, electrical, 
plumbing and heating supplies. 

The Frank Brothers’ Hardware 


storehouse on Adams St., Bangor, 
Me., was recently swept by fire. 
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MICHIGAN 
The W. H. O’Neill Hardware 


has been opened on South Ash- | 


mun St., Sault Ste. Marie, Mich. 


MISSISSIPPI 


Roseborough and Son, Sena- 
tobia, Miss., recently held a 
formal opening of their new 
hardware and furniture depart- 
ment. 


Newsom’s Hardware Depart- | 


ment is a new business in Tunica, 
Miss. 


MISSOURI 


The Blacklock Hardware, 
Brookfield, Mo., has discontinued 


its business. 


E. L. Dunlop has purchased a 
hardware store in Bowling Green, 
Mo. 


MONTANA 


Fire recently destroyed the of- 
fice and hardware department of 
the Monarch Lumber Co., Hunt- 
ley, Mont. 

Elmo Winn and Harry C. 
Graves have purchased the hard- 
ware business in Lima, Mont., of 


| H. L. McCaleb. Mr. McCaleb 


had operated the store for 39 
years. 


NEVADA 


Myron T. Bronson and Peter 
Fabri have opened the Washoe 
Hardware Co. at 224 N. Virginia 
St., Reno, Nev., with lines of 
builders hardware, housewares, 
appliances, paints, sporting goods, 


| and general lines of hardware. 


The firm was formerly the Hamp- 
Thomas Hardware. 


NEW YORK 
The Clary family of Dundee, 
N. Y., has purchased the Van- 
Liew interest in the Clary & Van- 
Liew hardware store. William 
Clary will be manager. 


NORTH CAROLINA 
Numa F. Freeman and H. 
Grady Harris have purchased the 
hardware and farm machinery 
business of Perry & Earle at 
Louisburg, N. C. 


NORTH DAKOTA 
John Berg, Oakes, N. D., has 


purchased the local Associated 


been opened at 123 Main St.. 
Ridgway, Pa. The stock of the 
| Store which hereafter will be | F. H. Murry hardware has been 
| known as the Berg Hardware. | moved to the new location and 
| |the business will be under the 
pee |management of J. E. Mitchell. 
OHIO | Mr. Murray will continue his in- 
Jay P. Miller, partner in the terest in the firm. 
hardware firm of Neikirk & Mil- 
| ler, Green Springs, Ohio, .has TEXAS 
purchased a hardware store at : 
Bloomville, Ohio, and will oper-| The Bryant Link Hardware. 
ate the business at the Miller | Spur, Tex., has moved from its 
Burlington Ave. location to a 
store on West Harris. 


Hardware. 





Clifford R. Kadon, son-in-law | 
| of the late William S. Clifford. | Mr. and Mrs. I. C. Giles have 
has taken ownership of Clifford’s| opened the Giles Hardware at 
| Hardware at 4702 Main Ave.,| Happy, Tex., as successor to the 
Ashtabula, Ohio, and will con-| former Burgess Hardware. They 
tinue operation of: the business.| purchased the Bargess hardware 
stock. H. A. Burgess will con- 


| 
| 
| 


Earl Griffith and Howard Post | tinue to operate the implement 
| have taken over the management | business under the name of Bur- 
of the W. H. Ballentine Hard. | 8°** Implement Co. 

ware, Hillsboro, and will operate | 
the business under the name of| Dr. E. A. Dann of Sweetwater 
| Griffith & Post. has purchased the hardware busi- 
acters ness in Truscott, Tex., of E. P. 
d | Storm. 





D. E. Treat, who has operate 
a hardware store in Payne, Ohio, | 
for the past 24 years, will move| The Hamilton Hardware has 
his store from its present loca-| been opened at Liberty, Tex. 
tion on Merrin St. to a much | 
larger building on Main St. 








VERMONT 


F. Louis Howard and Jerome 

Russell E. Spencer and G.| Horton of the Manchester Plumb- 
Robert Earl have purchased the | ing & Hardware Co., Manchester 
Clinton Hardware Co., 3313 N.| Center, Vt., have purchased the 
High St. Columbus, Ohio and| hardware store in Manchester 
will continue to operate the busi-| Village, operated for more than 
ness under the same name and at | 30 years by the late Edward H. 
the same location. Hemenway. 





The Wickersham Hardware, | 
Jamestown, Ohio, has been ac: | 
quired by Howard D. Fairley, | HOME PLANNING DEPT. 
who will re-establish there the! An optimistic future for busi- 
Fairley hardware branch de-| ness in general, and specifically 
stroyed in a fire recently. for the sales of electrical appli- 
ances in the home and new build- 
ing market, has prompted the 
creation of a home planning de- 








WESTINGHOUSE CREATES 





OKLAHOMA 
C. J. Dalbey has acquired the 


stock and fixtures of the Fred. | 
erick Hardware Co., Frederick, | 
Okla. He will operate the store | 
with R. E. Young, formerly own. | 


| er, as its manager. 


partment by the Westinghouse 
Electric & Mfg. Co. I. W. Clark 
will be manager of this newly 
created department. He was 
formerly kitchen planning sec- 
tion manager. 


In his position as manager 


Tin ‘Shen Mites Ga. bes! of the department, Mr. Clark will 
» : |not only continue to direct the 


| moved from its present location | a 
at 120 E. Grand St.. Tonkawa, | °°™P2"y's kitchen and laundry 
Okla.. to 209 E Donel >| planning activities but will 
, . j serve as a consultant to archi- 


ok |tects, building and contracting 
PENNSYLVANIA | organizations. He will also be 
Joseph Fabian, who has been | responsible for the development 
associated with James McCul-| and direction of the Home Eco- 
lough and Son, Kittanning, Pa.,| nomics since this organization 
in a Market St. hardware busi- | is so closely allied with the home 
ness for several years, has opened ' planning activities. 
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. | WHY DO AMERICAN PLUS screws cost LESS Tuan SLOTTED SCREWS ? 
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GENUINE PHILLIPS RECESSED HEAD 

The angles of the tapered recess were carefully 

worked out by American Screw Company engineers 

to utilize the driver’s maximum turning power. : 
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Hardware Age Special Train to 


Atlantic City Convention 


Leaves Chicago, Saturday, October 15,1938 at 11:00 a.m. (Other points as indicated) ~ 


Arrives in Atlantic City, N. J. Sunday Morning, October 16, 1938 at 9:00. 


Time Table Schedule of 
the HARDWARE AGE SPECIAL 


A Through Train with No Change 
at North Philadelphia 


Modern, Air-Conditioned, All-Pullman Equipment 


via Pennsylvania Railroad from 
Chicago, Kansas City, St. Louis, 
Cincinnati, Detroit, Columbus, 
Pittsburgh, Louisville and other 
points en route 
(detailed time schedule below) 


HARDWARE AGE SPECIAL 
Lv Chicago . -- 11:00 a.m. 
Lv Fort Wayne --- 1:38 p.m 
Lv Mansfield 
Lv 
Lv 


5:24 p.m 
Canton 7:05 pm 
Pittsburgh 10:35 p.m 


HARDWARE AGE SPECIAL 


CONNECTIONS 
I.v Kansas City 8:20 p.m., Oct. 14 
Ar Chicago 8:35 a.m., Oct. 15 
Lv St. Louis 11:55 p.m., Oct. 14 
Ar Chicago .. 7:20 a.m., Oct. 15 
Lv Detroit 12:40 p.m. 
Lv Toledo 2:05 p.m. 
Ar Mansfield 4:16 p.m 
Lv Cleveland 6:10 p.m. 
Lv Youngstown 7:51 p.m. 
Ar Pittsbureh % 325 p.m. 
Lv Louisville 7:25 a.m 
Lv Cineinnati 1:00 p.m 
Ly Columbus 155 pom. 
Ar Pittsbureh 8:25 p.m. 





The Harpware Ace Speciat has been arranged for 
your convenience. The new low railroad rates of 3 
cents per mile are in force. There is in effect an all- 
year tourist round-trip’ fare to Atlantic City—from 
Chicago—of $50.45, going both ways by the same line; 
proportionate rates from other points. Your local travel 
agent, or railroad ticket office, or any Pennsylvania 
Railroad representative can route you on this special 
throigh train via or connecting at any of the points 
given in the detailed schedule below. Any of these 
agents can furnish you with specific railroad fare and 
new low Pullman rates. Reservations can also be 
made through Harpware Ace, 239 West Thirty-ninth 
Street. New York City; 802 Otis Bldg.. Chicago, IIl.. 
and 1836 Euclid Ave., Cleveland, Ohio. 
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with 70 MAGIC MICROTINES’ 


World’s first electric shaver made by people 
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of face-shaving experience 





\ 


Magnified 
sectional view 
of shaving bead 


HOW THE 70 “MAGIC MICROTINES” 
GIVE A CLOSE, COMFORTABLE SHAVE 


GEM.-lectric’s 70 ““Magic Microtines” — 
(35 tiny, precision-built tines in each 
side of the shaving head)—GUIDE all 
hairs into small, tapering slots. As the up- 
right hairs travel into the slots, the area 
to be shaved presents itself to the clip- 
pers, is instantly rejected and the hairs are 
unfailingly and unfeelingly BANISHED 
AT THE FACE LINE. This patented fea- 
ture GUARDS the face against irritation, 
and assure a close shave. 














Produced by the makers of the famous GEM 
Micromatic Razor, the new GEM -lectric Shaver 






















SN 
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> 


gives you the profits you’ve looked for from 
electric shavers — profits that can be yours to 
keep. No returns... satisfaction assured from 
the first shave. ; 

The sensational, patented new type head 
with the 70 “Magic Microtines” sets a new 
standard of shaving performance. Thick, thin, 
long or short hairs, it gets them all—in a close, 
comfortable shave. GEM-lectric will be backed 
by advertising and promotion of the type for 
which GEM is famous. Stock up now. Reap the 
permanent profits of the shaver that stays sold. 

GEM-lectric Division, American Safety Razor 


Corporation, Brooklyn, N. Y. In Canada: Mutual 
Sales Co., 1209 King Street, W., Toronto 2. 
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Copr. 198%, Gem-lectric Division. American Safe’y Razor Corp , B’klyn. N.Y. “i, Y Ws 
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September 8, 1938 


ADVANCES 


W ood Screws. 


Stove Bolts. 


Some Lawn Seed. 
Sheathed Cable. 


Non-Metallic 


Silk. Rubber. 


DECLINES 
Wire Rope Clips. Turnbuckles. 


lawn Sprinklers. 


Hose Accessories. 


Some Grass Catchers. 
Some Gaiv. Range Boilers. 


Pipe Nipples. 


Some Electric Razors. 


ADVANCES EXPECTED 


Cotton Gloves, Mittens. 


Wood Screws—Recently some 
manufacturers put out new base dis- 
count sheets on steel and brass wood 
screws, superseding the schedules 
published last February. New dis- 
count sheets show an approximate 
advance of 162/3 per cent. 

* * * 

Cap Screws — New discount 
sheets appeared late last month from 
most manufacturers, with hexagon 
head cap screws marked up. 

* * * 

Stove Bolts—A 10 per cent 
advance in prices and a_ greater 
mark-up over prices recently avail- 
able is noted in the Aug. 24 price 
sheets put out by several makers of 
stove bolts. Packaged bolts. with 
nuts attached, as sold by most hard- 
ware retailers, have been corre- 
spondingly marked up by leading 
jobbers to about 70-5 per cent off 
lists. 

- * * 

Turnbuckles and Clips 
There has been a 10 per cent lower- 
ing in the prices of wire rope clips 
and turnbuckles. Leading makers, 
feeling that the decline is out of line 
with costs, are hopeful that the cut 
will be temporary, and the former 
schedules soon restored. Sales vol- 
ume on wire rope is quiet, except 
for some boost in public works de- 
mand. Prices have been unchanged 
for a long period, with the only 
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changes appearing among some dis- 
tributors of light and medium sizes 
of imported plow steel cable. 


* * * 


Agricultural Lines—W hile 
prices on hand tools, or “steel 
goods” proper, are not yet available 
for spring, these will probably be 
issued soon, and are not expected 
to show much change either up or 
down from the past season. Quota- 
tions on lawn sprinklers and hose 
accessories for 1939 were issued re- 
cently, including rather general de- 
clines—some reductions as much as 
15 per cent. Some manufacturers 
have also put out grass catcher quo- 
tations for next season, with mark- 
downs on the leading sellers said to 
average approximately 10 per cent. 
New quotations for early 1938 on 
lawn seed show some mixtures un- 
changed and some advanced. A short 
crop of Kentucky Blue Grass _ this 
season may make some importation 
necessary, and has raised these 
prices. Quotations on snow shovels 
and scrapers for this fall are much 
the same as a year ago, and jobbers 
report orders commencing to come 


In. * * * 


Range Boilers, Etc. — While 
there have been no general changes 
in prices on galvanized range boil- 
ers, some manufacturers have made 
reductions. On household galvanized 


wares, coal hods, etc., the price situ- 
ation remains lately unchanged. Ex- 
cept for coal hods, which are com- 
ing into their active season, the 
order volume is conservative. 

* * *& 

Pipe Nipples—As a logical 
sequence to the decline on steel pipe 
in July, pipe nipples have followed 
with an approximate 714 per cent 
mark-down. 

* * * 

Cotton Gloves and Mittens— 
With the fall season at hand, and 
the order books of the manufac- 
turers well filled, old stocks of yard- 
age materials are being used up, and 
some makers have withdrawn prices 
preparatory to slightly higher quo- 
tation sheets. One maker has ad- 
vised distributors that the increase 
will probably be 24% to 5 cents per 
dozen pairs. 

* *% * 
Non-metallic Sheathed Cable 
—Following the Aug. 15 advance on 
armored cable, an increase was 
placed in effect last month on No. 
14-2 non-metallic sheathed cable, of 
$1 per 1000 ft., with other sizes 
raised about 5 per cent. 
cam * * 


Steel Production—Steel inget 
production started in September at 
44 per cent of capacity, reports The 
Tron Age. Raw steel output prob- 
ably averaged about 42 per cent in 
July, a gain of approximately 25 
per cent. Bookings of steel in Au- 
gust gained from 10 to 25 per cent 
depending upon the company and 
the product. Thus it appears that 
a moderate proportion of recent 
gains in production has been 
brought about by the building up 
of semi-finished steel inventories in 
anticipation of further improvement. 
For example, some mills are trying 
to keep a little ahead of actual de- 
mand in stocks of slabs and sheet 
bars so that anticipated requirements 
of the automobile industry can be 
rolled quickly. 

* * * 

Asphalt Roofing — Sales on 
asphalt roofing, in the six months 
ending June 30, 1938, showed an in- 
crease of 4.3 per cent over shipments 
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for the same period last year. These 
figures, which were released by the 
Bureau of the Census, Department 
of Commerce, were based on ship- 
ments by 27 manufacturers, repre- 
senting 92 per cent of the industry. 
June, 1938, shipments were 6.9 per 
cent ahead of shipments for June, 
1937. 





Fish Nets and Seines—Both 
production and employment _in- 
creases were recorded in 1937 by the 
fish net and seine industry, the Cen- 
sus Bureau reports. The total value 
of fish nets and seines manufac- 
tured in 1937 was $3,094,796, an in- 
crease of 18.9 per cent over the 1935 
figure of $2,602.081. The employ- 


ment increase amounted to 5.9 per 
cent. Wages increased in that indus- 
try 16.1 per cent or from $398,865 
in 1935 to $463,063 in 1937. 


* * * 


Carriages, Wagons, Sleighs- 
An increase of 19 per cent in the 
value of products manufactured in 
the carriage. wagon and sleigh in- 








INDEPENDENT HARDWARE DEALERS’ 


of Percentage Change 








Number 
States by Region Firms From 
Report- July, 
ing 1937 
Middle Atlantic 133 16.8 
Pennsylvania 133 16.8 
East North Central 528 -20.5 
Illinois 156 -16.7 
Indiana 74 —23.4 
Ohio . 166 —26.1 
Wisconsin 132 -14.4 
West North Central 333 —20.5 
Iowa . ; 87 -14.7 
Kansas i 86 —33.6 
Missouri 93 16.4 
Nebraska ; 67 -13.9 
South Atlantic 56 -15.3 
Florida .. 19 -21.7 
Georgia NaS 25 —20.4 
South Carolina 12 — 7.) 
East South Central 24 —19.7 
Alabama 24 -19.7 
West South Central 151 -13.4 
Arkansas 25 — 2.6 
Oklahoma 44 -12.0 
Texas 82 —16.8 
Vountain 114 14.7 
Arizona 15 -25.7 
Colorado 32 16.8 
Idaho 28 -26.8 
Montana 22 +-16.7 
Pacific 390 ~17.2 
California 316 —17.4 
Oregon 32 —215 
Washington 42 12.4 
TOTAL 1729 —18.0 
Total adjusted for the 
number of working days 
Per Cent 100 
Chicago 24 16.9 
Los Angeles 45 5.9 
St. Louis 22 -15.6 
San Francisco 31 13.6 
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July, 1938 


SalesReported == 


From Thousands of Dollars 
June, July, July, June, In- 

1938 1938 1937 1938 
-15.6 617.6 742.2 731.6 26 
15.6 617.6 742.2 731.6 26 
-13.5 2406.1 3025.8 2780.4 78 
-10.1 627.9 753.9 698.1 30 
—15.1 331.4 432.8 390.3 8 
—15.9 807.5 1092.2 959.6 13 
12.7 639.3 746.9 732.4 27 
-15.3 875.3 1101.4 1033.7 75 
- 63 311.4 364.9 252.0 23 
-29.9 214.5 323.2 305.9 13 
11.1 2077 260.3 244.8 20 
133 131.7 153.0 150.5 19 
10.6 270.9 319.8 303.0 10 
—10.1 72.9 93.1 81.1 2 
—11.4 75.4 94.7 85.1 6 
10.4 122.6 132.0 136.8 2 
- 8.0 81.7 101.8 88.8 6 
8.0 81.7 101.8 88.8 6 
7.5 872.0 1007.2 942.7 5] 
— 3.3 81.4 83.6 84.2 12 
8.2 411.2 467.4 448.0 9 
7.6 379.4 456.2 410.5 30 
55 677.1 793.8 716.5 32 
14.3 99.9 134.5 116.6 3 
1.0 147.6 177.5 149.1 a 
88 148.6 202.9 162.9 5 
+ 6.5 159.2 136.4 149.5 14 
4.3 1644.1 1985.6 1718.6 82 
- 5.1 1309.4 1584.7 1379.2 7] 
—10.1 143.5 182.7 159.6 4 
+ 6.3 191.2 218.2 179.8 7 
10.55 74448 9077.6 8315.3 360 
20.8 
18.8 56.4 67.9 69.5 6 
+11.5 159.9 170.0 143.4 12 
6.3 37.4 44.3 39.9 3 
~ 4.2 94.6 109.5 98.7 7 


SALES 


Number of Firms Show'ng Change in Sales 
From July, 1937 


From June, 1938 
De- Lessthan  In- De- Less than 


crease crease 1% change crease crease 1% change 


105 2 16 113 4 
105 2 16 113 1 
441 9 112 402 14 
125 45 107 { 
65 1 9 61 1 
150 3 22 142 2 
101 1 36 «(492 1 
253 5 86 241 6 
63 l 29 «55 
73 0 18 66 2 
71 2 19-74 0 
16 2 20 46 
13 3 5 4 0 
16 7 12 0 
17 2 7 18 0 
10 0 1 ou 0 
18 0 7 #17 0 
18 0 7 #17 0 
98 2 5 102 1 
12 10 «14 
34 8 36 0 
52 0 27, «52 3 
75 7 1167 6 
1] i @ 
24 3 14 16 2 
22 ll 16 I 
7 138 I 
296 12 130 238 0—s(22 
235 10 107 194 15 
27 8 22 2 
34 15 22 5 
1329 10 452 1221 56 
769 23 26.2 706 32 
18 0 3 20 1 
32 1 18 = 25 2 
19 0 4 18 0 
21 3 6 21 4 


Compiled by Bureau of Foreign & Domestic Commerce. U. S. Department of Commerce 
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dustry was reported by the Census 


Bureau. The value of products to- 
taled $8,781,617 in 1937, an increase 
of 19 per cent over the 1935 figure. 
Wage earners employed in 1937 
numbered 1823, an increase of 14.5 
per cent over the 1592 wage earners 
reported in 1935. Wages amounting 
to $1,722.656 exceeded the 1935 fig- 
ure of $1,283,825. 


aa 


Commodity Prices rhe 
wholesale commodity price index of 
the Bureau of Labor Statistics de- 
clined in the week ended Aug. 20 to 
77.4 per cent of the 1926 average. 
the Department of Labor announced. 
In the preceding week. the index 
was at 77.9 per cent and a year ago 
it was 87.3. The sharp drop in agri- 
cultural products seems to have been 
checked. Silk and rubber were 
higher. The price of export copper 
in the metals market moved up, late 
in the Aug. 27 week, to 10.20 cents 
foster 
steadiness in the domestic price. 
which remains at 101% cents, whole- 
sale. at eastern basing points. Tin. 
lead and zinc are generally steady. 


a pound. This move will 


% * % 


The Man- 


ufacturers’ Association reports July 


Vacuum Cleaners. 


sales at 68.655 units. a decrease of 
38.2 per cent from the same 1937 
month. For this year to date. total 
sales of reporting manufacturers 
were close to 750.000 units. off 30.9 
per cent from a year ago. Notwith- 
standing, sales during the first seven 
months of 1938 were the third high- 
est in the history of the vacuum 
cleaners industry, being exceeded 
only by those of 1936 and 1937. 


* % 


Electrical Lines — A Dun & 
Bradstreet survey of the electrical 
supply industry, for the first half of 
the current year, indicates a drop in 
general sales of about 41 per cent 
from the corresponding period of 
1937. The chief falling off, however. 
was in industrial equipment and 
heavy appliances outside the house- 
hold range. In the household field, 
the wholesale drop from last year was 
estimated at 30 per cent, and the 
decrease in retail sales, about 26 
per cent. Though some retail stocks 
were still heavy at the mid-year, gen- 
eral inventories were sharply down 
from preceding report periods. From 
many sources, and on many lines of 
appliances, perfectly normal stocks 
were indicated. Among detailed lines 
mentioned were washing machines. 
estimated at 43 per cent under the 
six-month sales of Jast year. and 
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electric refrigerators. down 46 per 
cent. 
* * * 

Toy Orders Are Late.— The 
possibility of a shortage of toys for 
Christmas looms because of the slow- 
ness of orders for holiday needs. Be- 
cause toy manufacturers gear their 
production, as far as practical. to 
orders received, there is the strong 
chance that there will be a rush for 
toys within the next three and a half 
months. 

* * * 

Construction Figures The 
building industry, paced by residen- 
tial construction continues in July to 
compare more favorably with past 
records than do the other heavy- 
goods industries. According to com- 
pilations of the F. W. Dodge Corp.. 
the valuation of all residential con- 





tracts awarded for July, 1938, was 
$87,978,000. which is $6,932,000 
ahead of July of last year. The im- 
provement in July residential con- 
struction was sufficient to bring the 
total seven months’ figure to a point 
just 18 per cent behind the first 
seven months of 1937. It is interest- 
ing to observe that the residential 
record during this seven month pe- 
riod, while behind last year, is 20 
per cent ahead of 1936. A review of 
the detailed residential figures for 
July shows that the entire gain is 
in one and two-family houses, which 
augurs well for the near term fu- 
ture because, as yet, relatively few 
of the iarge low-rental projects and 
public housing projects have pro- 
gressed to the work stage and they 
are therefore yet to be included in 
the Dodge statistics. 


CIO Strike Halts Distribution 
Throughout Northern California 


(Special to HARDWARE Acu: 
by Wire from San Francisco) 


§ jen strike of CIO warehouse 
employees of six leading San 
Francisco hardware and_house- 
ware wholesalers has brought 
northern California distribution to 
a virtual standstill. The firms af- 
fected, all members of the associa- 
tion of San Francisco distribu- 
tors, are: Baker, Hamilton & 
Pacific Co., Dunham, Carrigan 
& Hayden Co., Sloss & Britain, 
Seller Bros. & Co., M. Seller Co., 
Solback & Nusbaum.’ Shop sup- 
ply firms are not affected. 

The strike is an indirect out- 
growth of an F. W. Woolworth 
Co. labor dispute over a “hot 
freight car” (loaded by non-union 
men according to CIO and loaded 
by Woolworth sub-executives ac- 
cording to that company) dis- 
patched to that In the 
emergency this car was re-routed 


firm. 


to every dry goods, grocery and 
hardware warehouse in the city 
with siding or track facilities. The 
refusal, at all such points, of 
union men to unload the disputed 
car was followed, in each case, by 
a shutdown of these warehouses. 
Later other warehouses not on 
spur tracks were also shut down. 


On Wednesday, Aug. 31, 1938, 
more than 120 warehouses were 
closed. 

Union - employer negotiations. 
on Sept. 1, had made little prog- 
ress although one hardware job- 
bing executive on this date said: 
“We feel we are nearer to re-open- 
ing than we were yesterday.” Other 
hardware wholesalers could fore- 
see no end to the shutdown. The 
hardware wholesalers, in common 
with other affected industries, are 
represented in negotiations by the 
distributor’s association. 

Union demands are extremely 
complex, varying in each case 
which makes a settlement more 
difficult. A fact-finding report of 
an unofficial committee of 43, rep- 
resenting the public, is considered 
to be a potent force in influencing 
public opinion which may hasten 
a settlement. 


Business Forces 


The forces of business are neither 
dead nor asleep. They are held un- 
der an unnatural and unwilling re- 
straint. . . . If they are released, we 
will again be on the road to sound 
and substantial progress._-Ernest T. 
Weir, chairman, National Steel Corp. 

-Forbes. 
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The Price Situation and Outlook 





for Electric Razors or Dry Shavers 


AST week widespread newspaper 
publicity told of a “price-war” in 
the electric razor or dry shaver 

field due to the announced reductions 
on several well-known makes. Since that 
time Harpware AGE has communicated 
with all known manufacturers of elec- 
tric razors and has received from lead- 
ing executives of these companies full 
assurance that there is not a “price- 
war” and that further drastic price re- 
ductions are not contemplated. It would 
be more accurate to say that increased 
popularity has created sales volume that 
permits production efficiency and econ- 
omies. Widening competition has like- 
wise been a stimulant to the aggregate 
sales of electric shavers. 


Schick Shavers were reduced, Aug. 
24, from $15 to $12.50. Harry Varley, 
president, Schick Dry Shaver, Inc., 
Stamford, Conn., calls all talk of a 
“price-war” ridiculous and _ further 
states: 

“Price reductions on Schick Shavers 
were announced Wednesday, August 
24, in leading newspapers of principal 
cities throughout the United States 
and Canada. It will be followed by 
advertising in national magazines. The 
Standard Schick Shaver was reduced 
from $15.00 to $12.50. 

“This move is in accordance with 
plans made years ago by Colonel 
Schick to provide electrical shaving for 
the millions. The first step* was to re- 
duce the original $25.00 price to $15.00. 
The reduction to $12.50 was the second 
step. In the Meantime, great improve- 
ments have been made in the motor 
and refinements in the manufacture of 
the cutting head. It is ridiculous to 
talk of a ‘price war’ in the shaver in- 
dustry because of our present action.” 


Roto-Shaver, a comparatively new 
electric shaver, has been reduced from 
$18.75 to $12.50 due to manufacturing 
economies, states F. E. Moskovics, pres- 
ident, Roto-Shaver, Inc., New York 
City, who believes the price structure in 
the electric razor field is well stabilized. 
He advises that more than 50,000 Roto- 
Shavers have been sold in the past four 
months through the Progress Corp., New 
York City, who handle U. S. and Can- 
ada sales. To these comments Mr. Mas- 
kovics adds: 

“There is no mystery about the price 
reductions in the electric shaver field, 
the answer is simple as far as we are 
concerned: We are selling many more 
than we anticipated and our costs of 
manufacture have been sharply re- 
duced. The Dictograph Products Cor- 
poration plant in Jamaica has been 
making precision instruments for over 
35 years and are well adapted to manu- 
facture this new shaver. Increased 
volume tends to help reduce the cost 
of production, and with greatly in- 
creased sales Dictograph have been 
keeping their highly skilled mechanics 
steadily employed. Every shaver 
manufactured during the next four 
months will be needed to fill holiday 
orders. The plant will be barren of 
manufactured shavers the last day of 
the year. From that point on Dicto- 
graph will be very busy manufacturing 
for stock for the rest of the year. 

“The electric shaver market has de- 
veloped two high peak periods—the 
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Manufacturers 
price war. Several popular models 
decline in price—others unchanged 


refute 


holiday season, and graduation and 
Father's Day, the last two being very 
close together. 

“In reducing Roto-Shaver from $18.75 
to $12.50, the decision was based on 
widening the consumer market—an op- 
portunity due to our cost sheet show- 
ing a very healthy downward trend, 
although our cost per man in wages 
has slightly increased. Already the in- 
creased orders indicate a volume of 
business in 1939 far beyond our expec- 
tation.” 


The Progress Corp., New York City, 
which distributes both the Roto-Shaver 
and the Packard Shaver, announced that 
the latter has been reduced from $15 
to $7.50 due to tremendous spurts in 
orders and to improved and more eco- 
nomical methods of manufacture. This 
announcement also says: 


“More than 1.000,000 Packard 
Shavers have been sold in less than 
three years. The price reductions (on 
both Roto-Shaver and 2ackard 
Shaver) are expected to further in- 
crease sales during the holiday season, 
and it is expected that more than 500,- 
000 sales will be made of both shavers 
during that period, which will reach a 
minimum of 1,250,000 during the next 
twelve months. There has been no 
change in the quality of either shaver. 
Improved manufacturing facilities have 
revolutionized the Packard Shaver and 
Roto-Shaver, and the new price will 
bring the two shavers within the reach 
of.every man of modest income. Strict 
Fair Trade price maintenance will be 
adhered to in all parts of the country, 
and a strong national advertising cam- 
paign is now running, with equally 
strong direct mail support for the dis- 
tributor.”’ 


From N. J. Toms, assistant secretary 
and assistant treasurer, Clipshave, Inc., 
Port Chester, N. Y.. comes word that 
his company’s new Hanley AC shaver 
has been reduced from $8.50 to $5 but 
that the Hanley Clipshave remains at 
$10. Says Mr. Toms: 


“At a special meeting, held August 
29, 1938, the Executive Committee of 
Clipshave, Inc., reached the following 
decision: The list price of the new 
Hanley AC Electric Shaver was re- 
duced from $8.50 to $5. The $10 list 
price of the Hanley Clipshave remains 
unchanged. This price revision is ef- 
fective at once, and proper notification 
is being given our sales organization, 
so that this fact may be brought to 
the attention of our customers. 

“This new price set-up is but a 
culmination of the long-desired wishes 
of this company to put on the market 
a dry shaver of unexcelled stability 
and usefulness, at a sensible price. We 
earnestly believe that in presenting the 
Hanley AC Shaver to the public. we 
have, at last. accomplished just that.” 


Prices on an equal number of other 
leading makes of electric razors will 
remain unchanged according to state- 
ments issued to Harpware Ace. The 
Knapp shaver, standard model, con- 
tinues at $10 and the deluxe model 
stays at $15. A. S. Knapp, president, 
Knapp-Monarch Co., St. Louis, Mo., 
definitely states there will be no reduc- 
tions in prices on this line and com- 
ments further: 








reports of 


“Our every effort has been and will be 
to manufacture the Knapp Shaver as 
areal shaving device. It is our opinion 
that the dealer and the public are in- 
terested in satisfactory shaving and 
not price. There are over thirty-six 
test operations alone in the Knapp 
Shaver to make it a perfect shaver.” 


Kluge Mfg. Co., Racine, Wis., wires, 
“Anticipate no price change at present 
time,’ and C. W. Grange, of Inter- 
national Appliance Co., Ann Arbor, 
Mich., also wires in the same vein 
saying “Glide Shaver price remains 
$7.50 list price. Plans going forward 
for fall promotions. Price reductions 
on higher priced razors confirm belief 
that Glide price hit best level the first 
time.” 


The Shavemaster continues at $15. 
The Chicago Flexible Shaft Co., Chi- 
cago, Ill., has wired its dealers as fol- 
lows: “We cannot produce Shavemaster 
with powerful brush-type series-wound 
Universal motor and fast cutting pre- 
cision built head to sell at less than 
$15. Rather than reduce price we prefer 
to maintain tops in shaving efficiency. 
No price change will be made,” and 
has issued a four-page broadside to 
confirm this view. : 

R. G. Brown, general sales manager, 
the Ingersoll-Waterbury Co., New York 
City, announces that the list price of 
$7.50 will be maintained on the Inger- 
soll electric shaver and states: 


“From the time that Ingersoll first 
planned to produce a quality electric 
shaver, we had but one thought in mind 
—to produce a high quality, efficient 
article at the very lowest price con- 
sistent with these objectives. Exhaus- 
tive research over a two year period, 
coupled with a close check of manu- 
facturing possibilities conclusively 
showed us that it was possible to ma- 
terially lower the price to the consumer 
and stiJl turn out an item worthy to 
bear the Ingersoll trade-mark. 

“In view of the fact that this pre 
liminary work had been done, it 
enabied us to announce a $7.50 retail 
price at the outset thus making it un- 
necessary to further reduce the price 
at this time. 

“The Ingersoll Shaver employs the 
use of a real motor approved by the 
National Board of Fire Underwriters. 
We have never seen, nor have we 
heard of any shaver retailing at less 
than $7.50 that does not use a vibrator 
instead of a motor.” 


Guarantee of the current list price of 
$15 is guaranteed until Jan. 1, 1939, 
by Q. J. Herwood, sales manager, Man- 
ning Bowman & Co., Meriden, Conn., 
who wires as follows: 


“Retail price of fifteen dollars for 
the Manning Bowman Zephyr Electric 
Safety Razor is guaranteed to January 
1, 1939. The cost of producing a good 
electric safety razor as well as pro- 
viding a satisfactory profit for dis- 
tributors and dealers will not permit 
a lower price if quality is to be main- 
tained. Merchants everywhere are de- 
manding that the-products they sell 
are backed by manufacturers with 
reputations for sound and ethical mer- 
chandising and with proper service 
facilities. After all the most important 
factor is performance, not price.”’ 
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That’s the comment of Mr. Roy H. 
Watson, manager, Booth Hardware 
Company, Canton, Ohio. If you and 
Mr. Watson got together to talk hard- 
ware business, that’s what he’d tell 
you about the effect of the No. 66 
Retail Display Unit on File sales. He’d 
probably go on to say, “A 300% in- 
crease on an item that brings in 14% 
of your hand tool business is worth 
going after! Put one in your want 
book right now while you think of it!” 

It’s easy to put yourself in the 
quality file business today. Your job- 


ber will supply you. Nicholson File 





Company, Providence, R. I., U. S. A., 





PATENTED Canadian Plant, Port Hope, Ontario. 





Injured Employee 
N employee who suffered in- 
jury in the course of his 
employment thereafter made a 
contract with his employer where- 
by the employer agreed to give 
the employee lifetime employ- 
ment. In return for this the em- 
ployee signed a paper releasing 
the employer from all liability on 
account of the injuries which the 
employee had susiained. 

Commenting on this arrange- 
ment the Supreme Court of Indi- 
ana said: “Contracts for life em- 
ployment in consideration of 
release of claims for damages for 
personal injuries are recognized 
as valid, as not being contrary to 
public policy or void for lack of 
mutuality.” 

In the particular case before 
the couri a controversy arose sev- 
eral years after the arrangement 
was entered into. The employer 
claimed that the employee had 
voluntarily given up the employ- 
ment and thereafter had attempted 
io come back and enforce the con- 
tract for lifetime employment. 
The employer contended, among 
other things, that the only redress 
to which the employee was en- 
titled under those circumstances 
was under the workmen’s com- 
pensation act. 


Lost Protection 


The employer, the court 
thought, had lost the protection 
of the compensation act by en- 
tering into the contract for life- 
time employment. 

“The employer,’ said the 
court, “is now prevented from re- 
lying upon the compensation act 
as a defense.” 

Business men are usually so 
anxious to clean up a menacing 
legal situation—such as a damage 
claim—that they are willing to 
make almost any kind of agree- 
ment to get the desired release. 
Sometimes it is wise to go slowly 
in such arrangements, for a com- 
promise of a legal liability may 
cause a loss of legal protection in 
another direction. Such deals 
should never be entered into 
without adequate legal advice. 
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and Increases Sales 


(Continued from page 45) 


care in handling guns, the history 
of firearms, and other subjects. 
His talks are based on the plan of 
lectures originated by the National 
Rifle Association. 

With the ladies, girls, and boys 
of Viroqua organized in shooting 
clubs, the Fehlberg Hardware set 
about organizing a similar activity 
for the men. A men’s trap club 
was formed to meet on Sundays. 


Mr. Fehlberg helps his ammuni- | , 


tion business along at these meet- 
ings by having a representative 
there with a sufficient supply for 
the members to purchase. 


Keeps Up Interest 


Feature attractions are constant- 
ly being arranged in order to keep 
these new enthusiasts interested in 
their sport. Shortly after the Girls’ 
Gun Club was started, he installed 
a $2,000 display of firearms in his 
store windows. A week later he 
followed it up with a second punch 
—a shooting exhibition by Mr. 


Organizes Gun Clubs | 








and Mrs. L. W. Johnson, represen- | 


tatives of the Peters Cartridgze Co., 
marksmen of repute and holders 
of numerous shooting titles. Ap- 
proximately 400 people were at- 
tracted to the exhibition.. Mrs. 
Johnson’s amazing markmanship 
aroused keen interest among the 
women and spurred them on to 


more active participation in the | 


club’s weekly practice meets. 


Later in the year the Fehlberg | 


windows showed a second firearms 


window and the Johnsons followed | 


that with a return engagement that 


was doubly successful and drew | 


close to 1000 people. 


Enthusiasm Aids Sales 


This enthusiasm makes capital 
for the Fehlberg Hardware for it 
enables the store to maintain a 
steady and substantial gun and 
ammunition business as well as to 
draw prospects for other lines. It 
also enables Mr. Fehlberg to do 
something constructive for Viro- 
qua and to keep the eyes of the 
town’s inhabitants centered upon 
his store. 
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All The Files 


FOR THESE JOBS 


And Many More... 





PATENTED 


















The 66 Black Diamond Files in the No. 66 Retail Display Unit 
are fast sellers because they are tools of wide usefulness. None is a 
“specialist’s tool” —the kind you'll get a call for once or twice a year. 
Each is a file in daily demand on the farm, in the shop and the home. 

That’s why the No. 66 Display Unit is getting real praise from 
dealers. That’s why it’s selling files — quality files — and bringing 
them back for more. Your jobber will supply you. Nicholson File 


Company, Providence, R. I.,U.S. A., Canadian Plant, Port Hope, Ont. 
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The firm's patrons are 
treated to a movie show 
on entering the door in 
the center. The oifice 
also serves the purpose 
of a _ projection room. 


Miniature Movie Theater 


Builds Business for Curtis 


HAT a hobby, a Christ- 

\ mas gift and a different 

line of merchandise can 
do to build up a paying depart- 
ment has been demonstrated by 
the Curtis Hardware Company, 
3626 Pasadena Avenue, Los An- 
geles. 

Two years ago the Curtis boys 
gave their father a movie camera 
for Christmas. Proud of his gift, 
he took it to the store and showed 
it off te the customers. One of the 
sons, Arthur, got the fever, too 
but he added a little sales talk. 

He found that people were inter- 
ested, that they wanted to know 
where the camera had come from 
and how much it had cost. That 
was enough for Arthur. The fol- 
lowing week he received his first 
shipment of cameras, film splicers 
and projectors. 

Most of his stock went in the 
front window and the rest of it 
was displayed on the cashier’s 
counter. Movie cameras began to 
sell so fast that he was sold out 
before his next shipment arrived. 
Within two months he had to make 
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Los Angeles firm has found that the 
visual appeal is a first class sales 
aid for camera and film departments 


arrangements with a local finish- 
ing plant to take care of the re- 
quests for printing and developing 
the films. 

“By this time,” states Arthur 
Curtis, “we had so many people 
coming back that we had to put in 
a complete stock of film. We added 
regular cameras to our line and a 
little later on we put in a complete 
stock of amateur photographic 
equipment. 

“At the present time we sell 
more movie cameras and projec- 
tors than we do stoves, washers 
and other household appliances in 
the same price range. There is a 
saving in time expended per cus- 
tomer, too. Movie equipment sells 
with less effort than any other 
large-sale item in our store. 

“Our average was a little better 
than $150 gross sales per month 


in our photographic department 
all through the ‘recession’ ebb of 
last winter. When other lines fell 
off. the camera section more than 





Here is the theater. Pull cords 
operate the curtains and give one 
the effect of a real movie. Twelve 
patrons may be accommodated here. 
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picked up the difference with the 
result that total store sales showed 
a gain,” says Mr. Curtis. 

Of course, it isn’t all left to the 


Arthur Curtis has be- 
camera and 
talks his hobby to everyone that 
enters the store, providing he has 
the time. 
liever in visual appeal, one of his 
first displays was a projector and 
small screen mounted inside the 
window. It was operated by 
pedestrians pressing their hands 
against the glass. A large sign 

“Free Movies”—was painted 


customer. 


come a enthusiast 


Since he is a strong be- 


above it. 


A Successful Display 


This display was very success- 
ful in bringing customers inside, 
but since the pictures were only 
1/16 normal projector size, Mr. 
Curtis found it to be a futile task 
to explain how large the real 
screen size actually could be. So 
his next step was to construct a 
miniature movie theater along one 
wall of the store. He installed 
comfortable seats and ventilating 
fans, and, since the machine runs 
automatically, it leaves him free to 
stay at the counter outside. 


Filled to Capacity 


The “theater” — now eight 
months old—is often filled to ca- 
pacity. An average of one out of 


every ten customers go in to see 
the show. This actual demonstra- 
tion does one important thing, 
states Mr. Curtis. It centers the 
attention directly on what he has 
to sell. There is no opportunity 
for the eye of the customer to stray 
to a hundred other items—while 
a good sales talk falls flat. 

“We try to discourage cash pur- 
chases,” states Mr. Curtis. “If we 
can get the customer to come in 
every week with a dollar, he'll 
bring in his rolls to be developed 
and he will buy more new film, too. 
Very often he may see some hard- 
ware item on his way out. 

“The smaller the payments, the 
more trips to the store, and the 
more trips to the store, the more 
extra merchandise sold. So far, 
we’ve never lost an account in the 
photo department. Camera addicts 
seem to be an honest lot.” 


SEPTEMBER 8, 


1938 





Bat a time! 


That’s how some 
customers buy 
jthese Sponges! 





..:and you get 66¢ profit on 
every dollar you invest! 


HAT A BUSINESS you’d do if custom- 
Was bought everything by twos and 
threes! Well, they very often buy 
Du Pont Cellulose Sponges that way— 
and you get 66¢ profit on every dollar you 
invest! 

You can sell many customers one for 
the bathroom, one for the kitchen, and 
a third for washing the car. What’s more, 
these amazing man-made Sponges at- 
tract so much attention they help you 
sell such related items as mops, brooms 
and buckets. 

Cash in—now—on this sensational, 
fast-selling Sponge! In four sizes, priced 
to retail from 25¢ to $1.10. Mail the cou- 
pon for full information. 


cellulose 


SPONGE 








| HERE’S WHY THIS SPONGE 
SELLS SO FAST: 


1. FLOATS—won't pick up grit from bot- 
tom of pail. 
2. ABSORBENT—holds 20 times its 
| weight in water! 

3. SOFT—when wet. Won't scratch the 
| most delicate surface. 
} 4. TOUGH — long-lasting. Resists dilute 
| household acids, alkalis, and cleaning 
| compounds. 

5. CAN BE STERILIZED by boiling in 
| water. | 
6. NATIONALLY ADVERTISED in 
| “Saturday Evening Post,”’ 
**Good Housekeeping,’’ 
| “BettergHomes &{Gardens,”’ 

| “American,Home.”’ 


Whadl thie confer TODRY! 


tear cere rere 


E. I. du Pont de Nemours & Co., Inc. HA 9-8 











Cellulose Sponge Sales, Wilmington, Del. 
Please send us full information about 
the money-making opportunities of- 
fered by the Du Pont Sponge this year 






















N most cases our State Game 
| Commissions are waging val- 
iant but apparently losing bat- 
tles. On the one hand they are 
faced by an ever decreasing game 
supply; on the other hand by an 
ever increasing army of hunters. 
who travel fast and far, who are 
equipped with perfect guns and 
ammunition, whose zest appears to 
increase as game diminishes, and 
who are learning how to hit the 
bull’s-eye. 

If we didn’t have a regular army, 
our army of sportsmen would 
make a truly formidable force, of- 
fensive or defensive. Imagine 
nearly 500,000 in the State of 
Pennsylvania alone! 

During Pennsylvania’s 23-day 
session, I was out hunting 15 
times. I shot my gun only once, 
bagged one wild gobbler. My ex- 
perience and that of thousands of 
other sportsmen leads one to the 
disturbing conviction that the day 
is not far distant when, to hunt 
with any assurance of success, un- 
less he can afford the time and the 
expense of a long trip deep into 
some distant wilderness, a man 
will have to join a club which con- 
trols a private game preserve. 

I surely see this day coming if 
every landowner on whose prop- 


* From Farm Journal, reprinted by 
special permission. 
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By ARCHIBALD RUTLEDGE * 





erty any game has its range does 
not set aside a certain part of his 
property as an inviolate game 
refuge. 

It is the counterpart of this plan 
which has been adopted by game 
commissions of several states, and 
by the Biological Survey as well: 
and in some cases it has been the 
only thing that has saved certain 
great areas from becoming abso- 
lutely barren as far as game is 
concerned. 


Easily Taught 


Several factors contribute to the 
immediate success of game refuges. 
Most interesting of these is the fact 
that a wild creature quickly learns 
the meaning of a sanctuary. A 
single year is enough to teach him 
its significance. 

During the hunting season | 
have known a flock of 26 wild tur- 
keys never even to leave a sanctu- 
ary, though it was modest in area; 
and while deer will leave it at night 
to roam far in search of browsing, 
I have seen them warily trooping 
back into the refuge in the dusk 
of morning. 

Another factor that gives real 
meaning to a state sanctuary is the 
high regard in which it is held 
by the hunters themselves. There 
seems to be a sane and general 





The supply of game is 
decreasing, hunters are 
increasing. Are private 
game refuges the answer ? 


CAME REFUGES 






recognition of the sacredness of a 
refuge. So strong is this feeling 
that I know several sanctuaries 
that a man with a gun may enter 
only at peril of his life. 

We have often heard landown- 
ers advised to leave brush along 
their fences, in order to permit a 
part of their property to simulate 
natural and wild conditions. But 
I would go a step beyond that: I 
would implore every landowner 
whose place sustains even one 
covey of quail deliberately to run 
a wire around a certain area of 
his farm, estate, or plantation, 
establishing it as a permanent 
game refuge. 

Suppose a farmer has a covey 
or two of quail. The birds will 
likely feed in his wheat stubble and 
loaf in his woodlot. Under this 
scheme, he would let the hunter 
take his chance on the birds in the 
field, but if they went into the 
woods, they would not be pursued. 

For many years I have hunted 
quail on a 300-acre farm. About 
60 acres of this farm are cut off 
from the rest by a small stream. 
Beyond the stream is a meadow. 
with a big patch of woods in one 
corner. 

The owner of this property has 
long given me the run of the place 
in the hunting season—with the 
reservation that I do not cross the 
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creek, as he uses the meadow be- 
yond as a pasture for his sheep. 
He has made the same request of 
the other hunters who have had 
the privilege of hunting there. 

The result of the landowner’s 
understanding with the sportsmen 
who hunt his place, though that 
understanding did not have as its 
primary purpose the preservation 
of game, has been that this farm 
is one of the few places in a very 
wide stretch of similar country 
where quail can invariably be 
found. They survive because they 
have a private sanctuary. 

It would seem to me wise if all 
private hunting clubs would adopt 
some plan whereby a refuge or 
refuges could be set aside from the 
main game preserve. Many clubs 
have already done so. In the heart 
of the great 6000-acre Woodmont 
Club Preserve, 500 acres are wired 
off as absolutely inviolate. Many 
hunted turkeys take refuge there; 
and some of the wiser old birds 
never leave it. 

On my South Carolina planta- 
tion I have a 600-acre wild island 
lying immediately behind the 
house. It is between Warsaw 
Creek and the Santee River. When- 
ever an old buck is hard pushed 
on the mainland, he swims the 
creek and takes refuge in that -soli- 
tary wasteland. I never follow 
him. More power to the old sea- 
going strategist! 

It happens to be a perfect place 
for both deer and turkeys; the old 
river banks offer high ground 
where oak trees grow, of the 
acorns of which both these fine 
species of game are inordinately 
fond. 

Nor do deer and turkeys alone 
resort to this sanctuary. Repeated- 
ly I have known coveys of quail 
to fly across the creek, to remain 
unmolested. In time all these birds 
and animals return to the main- 
land; but they love to hang out in 
the fields and thickets bordering 
the creek. They know what they 
are about. 

A real sportsman feels better 
about hunting if he knows that his 
game has a refuge. With woods 
and fields wide open to hunters, 
and no sanctuary near, the game 
really has no definite escape. We 
owe game the sporting chance of 
a safe harbor. 
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JUST OUT! 


(Reg. U.S. Pat. Off.) Tn ‘king 


ASBESTOS WICK 


DISPENSER 


THE first and only practical Asbestos 
Wick Merchandiser ever offered to 
the Dealer by any Manufacturer. A 





mt 
Poe, 


stock container and dispenser in one. FLAMEMASTER MERCHANDISER 

Saves labor, worry and time. Elimi- Substantial all-metal construction. Very com- 
nates mistakes and waste. Keeps your angry nny small Cae Led tay or 
2 rk les « « ee _— . er may jung on wa jographe in ree 
stock clean and always ready for a colors. Up-to-date. Weighs only 22 pounds 
quick sale. wick. Stove Guide for cutting right 


Elevates the merchandising standard Tecaths printed on face of Dispenser. 


of your wick business. Ends the in- 
convenience and confusion of old fash- 
ioned ‘“‘loose roll’ methods, 


Handsome in design—beautiful in Flamemaster Universal Standard Wick 
color. Attracts cust rs ¢ re- Width—1%” 100 feet 
S— — Width—I 4” 100 feet 
" en Width—i” 100 feet 

Enables you to meet every wick re- Width—%,” 100 feet 
= A ogi oil stoves and range 400 feet 
ysurners. No sales lost! 4 FEET of Wick in four : 

, : : ; , popular widths. Dealer's Net 
Quick action brings quick profits. If _ Merchand’ser FREE $9 25 
your jobber can’t furnish Flamemaster (Original Sale Only) s 
Dispenser send us his name — Today! THESE VALUABLE SELLING HELPS 

Flamemaster Wick is also furnished in attractive ATTRACTI ae ie WINDOW 
individual Display Cartons parked 12 wicks to a box, STREAME Tahe x rane 
lai heates d : STREAMER with Tabs to hold in position. 
plain, stapled or tipped. Rolls, 5/2 and (2 ft. 10 METAL ASBESTOS-TIPPED LIGHTERS. 
lengths. Also in 100-ft. Rolls. Write for Catalog. EXTRA STOVE GUIDES AND DATA. 


TRIPLEWEAR, PATERSON, N. J. 
EXCEPTIONALLY ATTRACTIVE PROPOSITION FOR LIVE SALES AGENTS 














The CLEMSON»... C-17 


Precision Lawn Mower Sells Fast 





























Consider what this new Clemson Lawn Mower 
brings to your customers. 

@ The easiest running, most accurate cutting 
machine. 

@ The most simple hand control for adjusting 
without tools. 

@ The lightest we'ght mower for its width of 
cut, with least parts. 

@ The most beautifully finished mower in full 
chrome plate and baked enamel. 

@ New all metal handle—rubber tires—no oiling 
or greasing. 


Never before have dealers been able to offer 
such big values in any lawn mower. Show these 
outstanding features to mower users—they will 
immediately recognize the superiority of the 
new Clemson Lawn Mower—orders will quickly 
follow, for users want the better cutting qual- 
ities, longer life, finer workmanship and 
\ labor saving in operation that can be 
obtained only with America's Finest 
Precision Lawn Machine. 


Built by Clemson 
Bros., Inc., Middle- 
town, New York, 
manufacturers of 
the famous STAR 
metal cutting hack 
saw blades since 
1879. 








Making Salesmen ‘Product 
Conscious Increases 
Industrial Supply Sales 


Education and demonstrations 
provide more efficient methods 
of convincing salesmen than 
either bludgeon or bonus plans 


By WILLIAM W. EDWARDS* 


Secretary, 


Federal Hardware Co., 


New York City 


O be successful a business 

must enjoy the “heartfelt 

cooperation” of its salesmen 
in regard to company policies. 
Particularly, is this important in 
the selling of certain lines in 
preference to others, the prefer- 
ence being naturally a manage- 
ment decision due to local condi- 
tions, better discount, more satis- 
factory goods or better selling 
policy of the manufacturer. The 
aggressive acceptance and support 
of salesmen in such matters as 


distinguished from merely passive 


acceptance helps spell ultimate 
success for the business. 

You will note I used the term 
“heartfelt co-operation,” as to me 
it seems essential that the salesman 
should be sold before he can be 
expected to put forth his best 
efforts in developing those lines 
which his company prefers to dis- 
tribute. There are several ways 
of selling the salesman: 


(1) The “bludgeon” method— 


*An address before the Triple Mill 
Supply convention at Pittsburgh, Pa.. 
May 10, 1938. 
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You merely tell him that he is to 
sell certain lines, or you will hire 
somebody else who can. Mill sup- 
ply salesmen (and most of the 
executives in the supply business 
were at one time or another, sales- 
men) do not take very kindly to 
this method. It arouses a sub-con- 
scious antagonism, and quite often 
results in causing the customer 
to look elsewhere for his require- 
ments, if the salesman merely says 
that his concern does not handle 
a particular make, and if he, the 
customer, wishes to buy that com- 
modity from him he will have to 
take the brand that he has to 
offer, or buy it elsewhere. 

(2) The “bonus” method- 
While this has some merit, it 
sometimes results in an unbal- 
anced, or “peak” condition; cer- 
tain salesmen having better op- 
portunities than others for effect- 
ing sales of the particular item 
involved, and causing a concen- 
tration of effort that involves the 
possibility of neglecting the op- 
portunity for sales of other lines. 

(3) The “educational” method 

-This, to me, is the preferable 





WILLIAM W. EDWARDS 


way to make salesmen product 
conscious. It includes most of the 
fundamental bases of salemanship, 
and brings the manufacturer into 
the picture to a considerable de- 
gree. In the interest of clarity, I 
would like to break down this par- 
ticular method into as many com- 
ponent parts as the subject war- 
rants. 

(a) The Manufacturer——Prob- 
ably the most effective help the 
manufacturer can contribute is 
the actual demonstration of the 
product itself. To this end, a trip 
to the manufacturer’s factory, and 
several days spent in observing 
all the processes of production, 
and actual use of the product, is 
undoubtedly the best means of 
“carrying the message to Garcia.” 
If this is not possible, then a sales 
meeting with competent repre- 
sentatives from the manufacturer 
present, at which meeting a thor- 
ough explanation of the product 
and its uses, and a definite state- 
ment of the sales policy. 

If the line in question is best 
sold by shop demonstration, it is 
advisable to have a factory man 
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ALADDIN OFFERS YOU 


an opportunity to make that extra profit on a line not sold to the cut-rate chains or mail 
order houses. The two assortments shown below may be ordered from your jobber or 
direct, giving us the name of your jobber. 


Aladdin wal L Asso ‘tment Circulars eo . ASAss eae 


wint Aladdin n rn m4 and 035 Vacuum Bottle 


Pwo yg . Beautiful $2 NO CHARGE 


Counter 
Display Cards 
Packed 
with Each 
Deal 





Aladdin Fall Assortment | "se A!cddin Assortments shown | Aladdin Xmas Assortment 


above are packed in single ship- 
6 No. 10 pint bottles at $1.00, $6.00 8 No. 15 pint bottles at $1.25, $10.00 


3 No. 30 quart bottles at 1.75, 5.25 3 No. 35 quart bottles at 2.00, 6.00 
3 No. 095 lunch kits at 1.60, 4.80 Xmas Assortment are wrapped in — 
—— Total, $16.00 


ping cartons. The bottles in the 





colorful red and green holly paper. 
Less discount os an ~—— . _ Less discount 30-5%, 5.36 
Net cost, $10.68 Net cost, $10.64 


4 e . . 
This with 1 No. 10 pint bottle which sells for Aladdin Industries, Inc. Included with the above is 1] No. 35 quart bottle 


$1.00 included. NO CHARGE. Your Total Profit which sells for $2.00. This NO aqui Thus, 
is $6.37 or 60% on your cost! 223 West Jackson Boulevard, Chicago Your Total Profitis $7.36, or 69% on your cost! 











YOU’LL SELL THE HAMMER 
THAT HOLDS THE NAIL 


To help you sell Cheney Nailers we have de- 
signed for you a live, friendly display-demon- 
strator that really sells hammers. It is selling over 
a dozen Cheney Nailers a week in prominent 
stores throughout the country. Put it in your 
store and increase your hammer business. Send 
us your order today, for a Cheney Sales Maker 
Carton. In it are: 


10-16 ounce Cheney Nailers No. 938. 


2-20 ounce Cheney Nailers No. 937 


1-16 ounce Cheney Nailer No. 938 chained 
to display. 


1 Cheney Sales Maker display. 









Sell the best in hammers—there is nothing finer 
than a Cheney. 


HENRY CHENEY HAMMER CORP. 


Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York 
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accompany the mill supply sales- 
man on his calls on his customers 
until such time as he is familiar 
with the product and can com- 
petently demonstrate and _ talk 
about the line. Under the head 
of the manufacturer’s portion of 
the job comes also the responsi- 
bility of seeing that the resale 
price is maintained, and that un- 
authorized distributors be not per- 
mitted to reap the benefit of any 
effort put forth by the distribu- 
tors’ salesmen. Nothing discour- 
ages a salesman more than to have 
the work he has done result in the 
business going to a competitor 
who is not a recognized distribu- 
tor of that particular line. 

(b) The Distributor—If you 
wish to secure the proper results 
from your salesmen you must first 
of all be sold on the line yourself. 


HE sales force is, without 

question, a very important 
unit of the distributor organiza- 
tion and manufacturer organiza- 
tion. It affects directly the entire 
movement of industrial supplies 
from the manufacturer through 
the distributor to the user. 

The development of the sales 
force of the distributor has always 
been given a place of major im- 
portance in the conduct of his 
business. 

The ranks of his sales force are 
usually kept filled by bringing men 
up in his own organization, 
through his stock room, and in 
counter work, contacting the cus- 
tomers and supplying their needs. 

These men as they progress 
learn the many things necessary 
to the making of successful sup- 
ply salesmen. 

Salesmen developed in this man- 
ner possess a knowledge of the 
entire line, the methods of con- 
ducting the business and loyalty 
to the company and the manufac- 
turer’s products. 

In his contacts with the custom- 
ers he learns how to serve the cus- 
tomers upon whom he calls. After 

* An address before the Triple Mill 
Supply convention at Pittsburgh, Pa., 
May 10, 1938 
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Make certain that quality, stock- 
maintenance and price are satis- 
factory. Your salesmen are your 
shock troops, and when they storm 
the trenches be sure that their 
equipment is in effective condi- 
tion. The inside and telephone 
salesmen can contribute greatly to 
the success of the outside salesmen 
by calling to the attention of the 
sales manager those calls for a 
competing line and enabling the 
salesman who calls on the cus- 
tomer to bring to the customer’s 
attention the advantages or supe- 
riorities of the product he has to 
sell. 

(c) The Salesman—Take him 
into your confidence. Show him 
how he can benefit from his 
efforts. Not only can he insure 
to himself repeat business, but he 
should also share in the increased 


Training Salesmen and Sales Meetings 


By N. J. C. LESTER* 
C. M. McClung & Co. 


Knoxville, Tenn. 





N. J. C. LESTER 


a few years he has acquired a 
rare fund of knowledge which he 
uses for the benefit of his custom- 
ers and his company and the man- 
ufacturers whom his company 
represents. 

All distributors have some form 
of sales meetings. Some have 
weekly meetings with all or a few 
of the salesmen, as well as period- 
ical general sales meetings where 
items of general interest are dis- 
cussed, including merchandise, 
methods of conducting the business 
and plans for the future. These con- 


profit to be obtained from selling 
the lines which you prefer to dis- 
tribute. Encourage him to keep 
everlastingly at the job of diplo- 
matically trying to change over 
customers to those particular 
brands you are pushing, and when 
he does land a new one, take a 
minute to tell him what a swell 
job he has done. 

There is more pressure today 
than ever on the purchasing 
agents of your customers. They 
have less and less time to spare 
for those salesmen who merely 
drop in for a social call. Only 
by complete cooperation of the 
manufacturer, the distributor and 
the salesman, can you hope to 
keep your place in line, and only 
by making your salesmen product 
conscious can you insure profit- 
able operation. 


tacts are very necessary in keeping 
up the organization’s efficiency. 

I have no direct knowledge of 
the methods used by manufactur- 
ers, but I have contacted many 
manufacturers’ representatives and 
they do an excellent job represent- 
ing their principals. They bring 
to the distributors in an effective 
way the information necessary to 
the maintenance of the scheme of 
distribution, and are as necessary 
to the manufacturer as are the dis- 
tributors’ men to them. 

When the factory representative 
calls on the industrial in company 
with the distributor salesman he 
gets the benefit at once of the work 
the distributor’s salesman has 
done, in his contacts with the cus- 
tomers and can without loss of 
time present his case and by fol- 
lowing the lead of the distributor’s 
salesman accomplish a great deal 
in the shortest possible time. 

These remarks cover things with 
which you are familiar. A large 
number of us, however, have never 
stopped to put some of the facts 
together and this is presented for 
the purpose of fixing in our minds 
how all of us have worked together 
and should continue to work to- 
gether for the advancement of the 
entire industry. 
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Save - Money 


A SOLID, SECURE, PERMANENT AN- 
CHORAGE IN STONE, MARBLE, GLASS, 
MOSAIC, BRICK, CEMENT, TILE and 


similar material. 






































|. Place anchor in hole 


FIG. 900 


Machine screw type 
consists of a brass cone 
and lead expansion 
sleeve. The cone is 
knurled which _ elimi- 
nates turning when 
screw is being tightened. 
Entrance to cone is 
countersunk for easy en- 
trance of screw. 


Sleeve is of the new 
metal that gives the ut- 
most in strength and 
flexibility beyond all 
other lead anchors. Saf- 
est for use in fragile 
material, as well as ex- 
tremely efficient in 
brick, stone, marble and 
similar material. 


SEND 


tHe PAINE co. 


2. Set anchor with tool by 3. Place work in position 


striking a few sharp blows 


and tighten with ordinary 
wrench 


FIG. 910 


The Bolt and Nut Type 
has a bolt, a nut, a 
lead sleeve and a lead 
cone. Bolt and nut are 
heavily Cadmium plated 
—rust resistant. Bolt 
head has two fins which 
sink in the lead sleeve 
and prevent turning 
while bolt is being 
tightened. 

The correct setting tool 
for either type of Paine 
Lead Expansion Anchor 
is free with each lot of § 
fifty or more. 

To use Paine Anchors 
requires no special skil 
and holes in material 
need not be in exact 
alignment. 





There is a new book out. It is probably the most com- 
pletely illustrated, the most informative in the world on 
Builders’ Anchoring Devices. Every Dealer, every Jobber, 
every one of their salesmen should have a copy because 
of its valuable tips to architect, plumber, contractor, 
builder and home owner. It’s FREE! Send for the 
PAINE Book—Metal Specialties for industry. See PAINE 
Catal Sweet's Architectural Catal 16-53. 





Dept. 484, 2947 Carroll Ave., 
CHICAGO 


Eastern Office: 79 Barclay Street, 
NEW YORK 
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Sitp-a Draft 


Mr. Dealer: We offer you a 
90% Market with 0% Saturation! 


@ The SENTRY Stop-A-Draft is NEW! You 
have never seen or sold an item like it in appear- 
ance, advantages, performance or price. The 
SENTRY seals the gapping cracks found under 
most doors. Keeps heat in—cold drafts out, saves 
fuel, stops dirt, dust, noise, odors, sound, door rat- 
tling, bugs and insects. Widespread publicity is 
opening an unlimited market for SENTRY. Stock 
SENTRY Stop-A-Draft now and get your share 
of this new business. 


CONVINCE YOURSELF! 


@ Your store and home need SENTRY Stop-A-Draft! 
Installs in a jiffy. No cutting—no painting. Works auto- 


matically. 30” and 36” widths fit 90% of all inside and 
outside doors. Doesn't rub or wear carpets. Standard 
finishes match most woodwork and hardware — actually 


beautifies any door. 


@ Ivory — Walnut Ma- 
hogany — Satin Brass 
30”-32” Width 

Retail Price $1.50 
34”-36" Width 

Retail Price $2.00 
Special widths and 
slightly higher. 

ATTRACTIVE DISCOUNT and DEALER HELPS 
Write or wire for full particulars 


finishes 





RAYSTEEL SPECIALTIES, INC. 


Terminal Tower Bidg., Cleveland, Ohio 


















FOR RETAIL 


HARDWARE 


ae es ae 


New and Improved Merchanaise—Display Helps—Sales Literature— 
Window. Trims — New Packages — New Colors — Catalogs 


Kum-Kleen Labels 

These labels, furnished in numerous 
convenient sizes and colors, require no 
moisture, adhere firmly, leave no mark 





when removed and may be used repeat- 
edly. They are packaged 1,000 in a box. 
mounted on glassine backing. Glassine 
paper makes it easy to type prices on 
lables before applying them to the 
article. Samples are available. Avery 
Adhesives. 336 E. 4th St.. Los Angeles, 
Calif. 


Electrician’s Knives 

A three-color counter display has 
heen created for Winchester elec 
trician’s and lineman’s heavy duty 
pocket knife for both specialized and 
general use. Display is two-sided, holds 
six knives and requires only 9% square 
inches of counter space. Colors are 
blue, red. and white. Sales features il 
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lustrated at bottom of display card. 
Display is now regular packaging fon 
these No. 2681 knives. Winchester Re- 


peating Arms Co., New Haven. Conn. 


Home Gas Maker 


This Home gas maker using only 
pentane, gasoline, water and air, is said 
to produce gas having approximately 
1500 B.T.U’s per cubic foot. It is con- 
structed of 14-gage steel with electric- 
ally welded seams and finished in Ham- 
merloid Copper with motor and stand 
in black and chromium trim. Motor is 





said to consume about the current of an 
ordinary 60-watt bulb. Positive mag- 
netic gage indicates exact amount of 
fuel contained. When motor is not run- 
ning it is impossible to get gas from 
burners. If motor is allowed to run in- 
definitely and burners are closed, gas 
can not build up pressure in excess of 
three ounces, which is maintained dur- 
ing normal operation. This gas maker 
is 15 in. in diameter, 46 in. high, and 
weighs 88 Ibs. Generated Gas, Inc., 
Youngstown, Ohio. 


“Toast ’n Jam Set” 


This attractive gift combination con- 
sists of a two-slice automatic pop-up 
type toaster, in the latest styling; a 





smart tray of honey-colored primavera 
wood, and two brightly hued pottery 
dishes for jam or marmalade. Suggested 
retail selling price is $17.95. Toast- 
master Products Division, McGraw 
Electric Co., Elgin, Ul. 


Wood Preserver Folder 


The C-A-Wood Preserver Co., 6625 
Delmar Bivd., St. Louis, Mo., has pre- 
pared an attractive three-page folder 
on its C-A-Wood preserver. These fold- 
ers, intended for distribution by dealers, 
allow sufficient space on the front cover 
for dealer’s imprint. 


New Chicago Padlock 


This new padlock retails for 25 cents. 
Swing-type cam locks both sides of 
rust-proof steel shackle. Lock is encased 
in handsome, rivetless, rust-proof white 
metal case. The Chicago Lock Co., 
Chicago, III. 
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ELEK-TRO-CUT 


eatlie Stool © 
FLOOR SANDING PAPER 


(For Rental Floor Sanding Machines) 


Here is a floor sanding paper made by the Elek-Tro- 
Cut method that will outcut and outlast floor sanding 
papers made by conventional methods. 


The Elek-Tro-Cut method of coating by scientific 
electrical control uniformly spaces the mineral grains 
and places them on end with the sharp edges ex- 
posed for greater cutting efficiency. The uniform 
spacing helps to reduce loading or filling. 






Your customers will appreciate the 
advantages Elek-Tro-Cut “Ruff-Stuff”’ 
Floor Sanding Paper offers them. 








There Js A 

Cut Sheet For 

Every Make of 
Rental Machine 


YOUR JOBBER 
CAN SUPPLY YOU 
















MINNESOTA MINING 


& MFG 
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POLMER IK 


sito 


‘THERE'S MORE 
PROFIT IN 


POL-MER-IK in CANS 


‘‘WE used to carry linseed oil in drums — but that’s 
out, along with all the mess and uncertainty of bulk 
selling. There’s more profit in selling POL-MER-IK 
IN CANS. Not only more profits — but sure profits- 
Today we buy a can and we sell a can. There’s no 
shrinkage of merchandise in packaged oil.’’ 


| We can Display Pol-mer-ik and Merchandise It. 


See aaa ase 





“NOW we get linseed oil out in the store where folks 
can see it. The five different sizes, in these 3-color 
containers make striking displays. We remember to 
talk the product we see.”’ 


|The Extra Value of Pol-mer-ik Sells Paints. 


**BECAUSE Pol-mer-ik linseed oil has the extra value 
of cooked-oil, it’s a better value for the painter. An 
extra value always attracts trade. Pol-mer-ik has 


brought us a lot of new customers — sold a lot of 
paint.” 


If you’re still handling oil in drums 
get the story of Pol-mer-ik in cans 


ARCHER-DANIELS- 


MIDLAND CO 
MINNEAPOLIS, MINNESOTA 





MAIL THIS COUPON 


WAAABAHRRRRRRRRRBRBRRBRRSR ERE R ER EE EE 


ARCHER-DANIELS-MIDLAND COMPANY 
Roanoke Building . Minneapolis, Minn. 


Please send me the story of Polmerik — ‘‘The Extra Value of 
Cooked Oil’’. 


SeeBeeeesaeaen a 
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Great States Gas Ranges 


Use “retained heat” principle. Stand- 
ard model, shown, is 37% in. wide, 
29% in. deep. Cooking top is 36 in. 





high; back guard, 43% in. high. Oven 
is 17 in. wide, 16 in. high and 19% in. 
deep. Has extra large, waist high. 
“roll out” broiler, designed to permit 
dual use of broiler and griddle at same 
time. Griddle may be used to give 
six burner stove top cooking capacity 
as it is large enough to hold two large 
sauce pans. Finished in white porce 
lain with black or chrome finish cook 
ing top and black legs, plus black 
handles trimmed with chrome. Ander 
son Stove Co., State Life Bldg.. In 
dianapolis, Ind. 


Double Laundry Tubs 


Galvanized tubs in natural color have 
16-gallon capacity. Patented die cast 
hose nozzle eliminates rubber stopper 
Tubs are bolted to angle iron frame 





Two-inch soft tread easy rolling casters 
are used. Legs stamped from 14-gage 
steel. Base, legs, and channel steel 
braces, are finished green enamel. Tubs 
nested for shipment with all other parts 
in separate carton. Bergman Special- 
ties. Oskaloosa, lowa. 


Newton Fishing Lines 

“Newton Lines” is the title of the 
new 1939 catalog of the Newton Line 
Co., Inc., Homer, N. Y. The catalog is 
a colorful book of 32 pages presenting 
in colorful illustrations the various fish- 
ing lines manufactured by the company. 
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Illustrations are large and accompanied 
by complete descriptions and specifi- 
cations. 


Stanley “Zig-Zag” Rules 


These new “Zig-Zag” rules with ver- 
tical figures are now offered in two 
grades, “Green End” and “Victor.” 
These rules are easy to read, right or 
left, up or down, in either hand, with- 
out reversing or “flopping.” The 
“Green End” rules, are quality rules 
with large Gothic numerals and extra 
heavy % in., % in., ™% in., and 1 in. 








markings printed in black on a new 
luster white enamel finish. Made in 
six-foot lengths with regular or flat 
vertical markings, with or without hook 
on first stick. “Victor” rules are lower 
in price, six feet in length, and may be 
obtained with regular or flat vertical 
figures. Stanley Tools, New Britain, 
Conn. 


Nails And Brads Package 


Sturdy, handy and attractive folding 
cartons for nails and brads have been 
developed by the Container Corp. of 
America for the Wickwire Spencer 


Single Ball Castor 


Brayley’s castors are made of a steel 
cup and steel ball, using one ball only. 
Maker states they are noiseless; serve 





as castor and glider eombined: prac- 
tically invisible; will not jam: will not 
split leg; will not rust, canaot drop 
out, and require no oil. Packed four 
to a set. Made in 11/16-in. and 1L-in. 
ball sizes. Brayley’s Single Ball Castor 
Co., 155 Columbus Ave., Boston. Mass. 


Morrow-Thomas Catalog 


General catalog No. 38 on tools, 
shelf and heavy hardware, mill and in- 
dustrial supplies, water well supplies, 
luilders’ haidware, household goods, 
stoves, cutlery, sporting goods, and fish- 
ing tackle has been issued by the Mor- 
row-Thomas Hardware Co., Amarillo, 
Tex. The volume: has 1123 pages, is 
completely indexed and was compiled 
by The North American Press. Mil- 
waukee, Wis. 


Steel Co.. 41 E. 42 St., New York City. 
\ series of six sizes was prepared for 
each product. Brad packages have a 
color scheme of green and black, and 
red and black are used on nail cartons. 
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Your 
Jobber 


by magic stream that saves 

) time and labor for your a 
suburban and rural cus- 
tomers is the same stream 
that will bring yousteady 
profits through the sale 
of Myers Water Systems a Ou L 


in your locality. 





Running water has cap- 
tured the attention of 
folks everywhere. No 
longer a luxury but a 


necessity—they can’t af- 
ford to be without it— 
and you can’t afford to 
pass up the opportunity 


the Myers line provides 
to secure this business at 


a nice margin to you. 
Write or wire. 


nz FL E.MYERS & BRO.c& 


ASHLAND, OHIO. 








—a new complete line of fast selling, 
popular priced tools for farm and home, 
offering outstanding values to your cus- 
tomers and a full margin of profit to you. 
§ Selected items for quick turnover — 





attractively finished — priced right. 
§ Ask your jobber salesman about 
the sales-building merchandising 
program on these tools. 


STANLEY TOOLS 


New Britcin, Conn. 





WATER SYSTEMS 
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Shallow Well Water System 


In further commemoration of its 
60th anniversary the Red Jacket Mfg. 
Co., Davenport, Iowa, has announced a 





new low priced complete shallow well 
water system. Known as 1148-T8, this 
model has 225 gal. per hr. capacity; 
oil lubricated pumping unit with an 
8-gal. vertical tank complete with air 
volume control, heavy-duty capacitor- 
type hydro-insulated motor that elimi- 
nates radio interference. Automatic 
pressure switch is of the two-pole type 
with built-in overload protection. This 
water system is being offered at $4.00 
less than the previous low-priced water 
system in the Red Jacket line. In the 
new Red Jacket Demonstrator, the 
brilliant red pumping unit is neatly 
mounted on top of a clear finished 
knotty pine display box in which the 
water reservoir is housed. The unit is 
shipped completely assembled in a 
dust-proof package. Included in the 
package is a price card, and a com- 
plete merchandising kit containing 
sales helps and prospect developers. 


Floor Sanding Machine 


This “Leader” floor sanding machine 
selling for $180.00 is built specially for 
rental business. Lays solid and steady 
to the floor. Maker states it will scrape 
average room in less than one hour; 
sands within % in. of straight base- 
board or flush with % in. round, and 
will remove six coats of paint without 
aid of chemicals. Has 1 hp. motor, con- 





stant speed, guaranteed to carry 1% hp. 
load; wound for 110 and 120. Takes 
20 in. sandpaper, 90 sheets to a 50-yd. 
roll. Rugaard Mfg. Co., Lawrence. 
Mass. 


Prima Spin-Dry Washer 


Prima Spin-Dry washers feature sim- 
plified construction of mechanical parts. 
Moving parts have been reduced to a 
minimum and simplified and flexible 
method of drive for both washer mech- 
anism and spinner basket has been 











developed. All gears are cut gears, 
seasoned before machining. Phosphor 
bronze bushings are used. Gear case 
is of cast iron—rigid—to assure true 
alignment. Model 938, illustrated has 
a 23-in. tub, oversize capacity; 12% in. 
full capacity tank; heavy duty, oilless, 
rubber mounted, % h.p. motor. Also 
shown is a wringer model, No. 538. 
Prima Mfg. Co., Sidney, Ohio. 


Moore Hardware Catalog 


The Moore Hardware & Iron Co., 


Denver, Colo., has issued its No. 38 & 


catalog on shelf and heavy hardware, 


automobile accessories and garage | 


equipment. Compiled and published by 
The North American Press, Milwaukee, 
Wis. 


Warren Telechron Clocks 


Three new additions have been made 
to the Warren Telechron electric clock 
line. The “Attendant” model, on the 





left, marks the company’s entrance into 
the lower-priced electric clock field. It 
will retail for $2.95. Its case is of 
brown plastic. The clock in the center 
will be known also as the “Attendant.” 
Its case is of rich ivory plastic and its 
retail price is $3.50. The “Dispatcher” 
is at the right. It is of the same design 
as the “Attendant” and differs from 
the other two models only in that it is 
equipped with a luminous dial. It may 
be had for $1.00 more than the other 
two models. Warren Telechron Co., 


Ashland, Mass. 


. 


Rigid Truck Casters 


The Payson Mfg. Co., 2916-2930 Jack- 
son Blvd., Chicago, has issued catalog 
and price list pages covering its new 
No. 570 swivel and No. 510 rigid truck 
casters. 


Grinding Wheel Assortment 


No. 708 enables the neighborhood 
store, no matter how small, to supply 
the demand for replacement wheels on 
power or hand driven grinders in home 
workshops, auto repair, carpenter or 
machine shops, and on the farm. The 
assortment contains only the six best 
selling sizes of grinding wheels of 
genuine Norton “Alundum” electric 
furnace abrasive. They are vitrified 
bond, true running, and uniform in 
quality; cut cool and fast and have 
long life. Twelve sets of steel bushings 
are supplied free. They readily convert 
the standard one inch lead-bushed holes 
in the wheels to seven other standard 
arbor sizes. Behr-Manning Corp., Troy, 
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ELECTRIC FURNACE 


GRINDING 
WHEELS 


With 
FREE SUSHINGS TO FIT 
ALL STAND*"4 ARBORS 
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GRIFFIN 














"Since 1899" 


In practically any application calling for 
butt hinges you will find the item you 
need in the Griffin line. Griffin Hinges 
are offered in a variety of types, sizes and 
finishes that meet requirements of resi- 
dential and commercial buildings. Cata- 
log sent on request. 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS: 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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AUTOMATIC 
KEYHOLE-LOCK 





Salesmen, roomers, travelers, housewives—everybody 
can use one or more ILCO Automatic Keyhole Locks! 
| Why? Because this handy little cylinder lock plugs the 

keyhole and makes the ordinary mortise lock skeleton key 
| proof and pick-proof. 


Without any effort you can now stock it, demonstrate it, 
and sell it to your customers. 
Just put this handsome display 
stand on your counter and 
watch the people “try it’—and 


buy it. 


AUTOMATIC 
KEYHOLE LOCK 
DISPLAY STAND 


FREE with your initial 


order for two dozen Auto- 
matic Keyhole Locks No. 
444. + Holds one dozen in 
front and stores a dozen in 
back—no shelf stock 
needed. Handsomely fin- 
ished in red, silver and 
gold. Occupies only 25 sq. 
ins. of counter space. 










Write or wire today. 


INDEPENDENT 
LOCK COMPANY 


Fitchburg, Mass. 


Branches in Principal Cities 
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Machine Screw Anchor 


These improved machine screw an- 
chors, named Rawls, have _ serrated 
teeth or grooves that fold tightly over 





one another and wedge the metal into 
any vacant space, thereby giving a 
greater grip against vibrations, shock, 
or pull. Either a new or worn drill 
can be used to equal advantage be- 
cause tapered section fits the hole 
drilled. Collar on conical nut prevents 
the cone from being drawn through the 
lead when heavy overloads are applied. 
The Rawlplug Co., Inc., 98 Lafavette 
St.. New York City. 


“Roll Up” Window Display 


Requires no floor space and i- 
equipped with an easily installed solid 
wall bracket. It permits a “natural 
position” demonstration of the actual 
ventilating window whether attached to 
a wall or supporting post. These new 
patented steel windows control fresh 
air, above or below the sash, into a 
barn or building. Window locks se- 





curely at all four corners in a tight 
seal when closed. It also is locked in 
all graduated positions, making it im- 
possible for sash to fall or rattle, shrink 
or swell. Novel seal-breaking cam at 
base loosens sash quickly from sticking 
or freezing. Hard wood rollers at ends 
of safety bar permit sash to roll up on 
down easily. Tilted window allows rain 
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or melting ice to drain away quickly. 
Roll up window may be used for base- 
ment windows. Starline, Inc., Harvard, 


Safety Wire Rope Clip 

Ilas two gripping surface, those hold- 
ing loose end of wire as firmly as the 
standing part. Maker states when 
Safety Clips are used there is no 
crimping or twisting of wire. Clips are 
simple and “fool-proof” to install. They 
are drop-forged from selected steel and 
are hot galvanized after threading with 
a pure virgin zine spelter mixture. This 





is said to insure an enduring and rust- 
resisting coating. The Thomas Laugh- 
lin Co., Portland, Me. 


*Philajust” Lawn Mower 


The Philadelphia Lawn Mower & 
Vig. Co., Philadelphia, Pa. has an- 
nounced a new lawn mower design 
which is said to eliminate possibility of 
improper adjustment of cutting blades. 
This new machine. called the “Phila- 
just” embodies a new principle in set- 
ting the edges of the revoiving cylinder 
in relation to the stationary blade 
whereby the two elements, with a simple 
and rapid operation, may be set to the 
proper adjustment and in perfect align- 
ment. Instead of setting the bottom 
blade and locking it by means of four 
set screws, the revolving cylinder is ad- 
justed against the bottom blade, which 
is fixed. Shaft of revolving cylinder is 
set at each end in a ball bearing which 
is fitted within an eccentric housing. 
With a simple tool these housings may 
be rotated, changing the relation of the 
revolving cutter to the bottom blade, and 
by making adjustments at each end, 
maker states a perfect alignment of the 
cutting elements is assured. This new 
design also eliminates necessity to rotate 
the cast back. As a result maker states 
this member is always firmly fixed and 
together with the shrub bar and side 
plates, forms a rigid rectangular girder 
which makes for lasting lifetime align- 
ment. Four different models of the 
Philadelphia line will be equipped with 
this new adjusting device: two with 
rubber tires and two with cast’ iren 
threads. 


Electric Fence Clips 

Kwik Klips are made of high grade 
spring steel wire, cadmium plated, and 
hold electric fence wire securely to in- 








PATENT APPLIED FO 





sulators, Maker states they insure a 
strong tension with no fear of break- 
ing or coming loose, and also make it 
possible to move a fence around easily. 
They make a gate possible anywhere 
along fence by unclipping two or three 
Kwik Klips, and lowering the wire. To 
replace fence, Kwik Klips are snapped 
back in place. Package of 50 retails 
for 55 cents and package of 100 for 
£1.00. Accurate Spring Mfg. Co. 3811 
W. Lake St., Chicago. II. 


Painters’ Sign 

To help painting and decorating 
contractors identify ther.selves with 
their work an identification sign is be- 
ing made available to them by £. /. 
duPont de Nemours & Co., Wilming- 
ton, Del., through paint dealers whio 
feature duPont paints, varnishes. 
“Duco,” “Dulux” or the Black Label 
line of “Master Products for Master 
Painters.” Sign has sturdy, pointed 
metal legs that give it a height of 36 
in. and permit its being pushed into 
the ground. Panel is made of 24-gage 
metal, set in a strong wooden frame, 


\ 


Pre-tested PAINTS 





size 24 in. by 18 in. Lt is painted in 
red, yellow. blue, black and white. In- 
dividual painter’s name, address, and 
phone number are imprinted in large 
hlack letters. 
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WARWICK DESIGN—Heavy, massive. 
Dates back to the early days of England. 


Renee so aE 


CURLY LOCK DESIGN—Reflects the 
true Colonial spirit. 
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No need now to specify 5 YEAR HARDWARE for 20 
YEAR HOMES. Architects, builders and home owners 
have long appreciated the high quality and true authentic- 
ity of McKinney Forged Iron. This same hardware is 
offered to you now at a price within reach of everyone. 


ALHAMBRA DESIGN—in keeping 
with the feeling of Southern European 
Architecture. For the larger home. 





| 





HEART DESIGN—Graceful yet sturdy. 
Maintaining the texture of early Colonial 
days. 


SRNR sc tore 


BEDFORD DESIGN—One of the newer 


DORCHESTER DESIGN—A popular i Be | numbers which has proven popular wi:h 
design of high quality and texture. builders of small homes. 
McKINNEY MANUFACTURING COMPANY - PITTSBURGH, PA. 


DESIGNERS AND MANUFACTURERS 


OF 


GOOD HARDWARE FOR 72 











BUSINESS OPPORTUNITY 


We have an extraordinary prop- 
osition for some one dealer in 
each town where we have no 
KYANIZE agency. Full informa- 
tion and story of what other deal- 
ers have done with the KYANIZE 
Self Smoothing Paint and 
Varnish Line will be sent by 
mail to responsible parties. 


BOSTON VARNISH COMPANY 
81 Everett Station, 


Boston, Massachusetts 








Ayanize 


PR SELE SMOOTHING aM 
PAINTS-VARNISHES-ENAMELS 
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NO ROOFI 
THAN ITS 
SURFACE 


Roofing can give service only so long as its topmost 
layer resists time and the elements. That’s why so many 
leading roofing manufacturers permanently protect 
the surface of their make of roofing with an outer 
coating of STA-SO. 

STA-SO is the surfacing of crushed, everlasting Vermont slate 
—non-porous, non- fading, wear defying. Its hard slate par- 
ticles, flat and overlapping like fish-scales, will not drop out or 
wash off. STA-SO completely seals any roofing surface and is 
proof against age, weather, fire and sun. 


STA-SO, on roofing, shows no brand or label. To make sure 
that any make of roofing you handle is surfaced with STA-SO, 
write us for the facts. 


CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 


tHe Sale 


SURFACING 


* STA-SO 


























WARREN W. WELLI- 
VER, proprietor of W. W. 
Welliver Hardware Co., Dan- 
ville, Pa., and a partner in 
the Andrews Hardware Co., 
Northumberland, Pa., began 
his hardware career in 1887 
as an employee of the Welli- 
ver Hardware Co., Nanticoke, 
Pa., operated by his father. 
Although past 70 years of 
age—a time when many men 
find it to their liking to retire 
to a life of ease and quiet— 
Mr. Welliver continues to di- 
rect the activities of his con- 
stantly growing business. As 
the retail hardware business 
accounts for but 15 per cent 
of his company’s volume he leaves the management of 
that end of the business in the competent hands of his 
associates, devoting his attention entirely to the whole- 
sale end of the company. To him the hardware business 
is a hobby as well as his life’s work. The Nanticoke 
business was sold in 1895, at which time he moved to 
Danville to again enter the hardware business. The 
W. W. Welliver company was originally an exclusive 
jobbing house and was conducted in that manner for 
several years, the company employing 14 traveling 
salesmen. To meet changing conditions and because of 
Mr. Welliver’s desire that the company have an active 
sample display of merchandise he determined to operate 
a retail store. This decision made it necessary, in 1919, 
to acquire the premises now used by the company, the 
main building being three stories and basement. The 
main building has a total floor space of 22,500 square 
feet, the company’s warehouse having a total of 50,000 
square feet of floor space. The warehouse has sidetrack 
accommodations for five freight cars. When Mr. Welli- 
ver entered the retail hardware business he determined to 





WARREN W. WELLIVER 
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Hardware Age 
Fifty Year 
Club 


sell retail department lines at competitive prices, but to 
refrain from selling merchandise at lower prices than 
those of other retail dealers. While turnover has been 
an important factor in Mr. Welliver’s plans, he has 
always believed in the policy of having the goods, when 
called for, so that his average inventory is about $275,- 
000. Looking after the management of an enterprise 
as large as the W. W. Welliver Hardware Co. is so big 
a task that Mr. Welliver leaves the entire management 
of the Andrews Hardware Co. in the hands of his part- 
ner, Paul Andrews. Mr. Welliver has taken an active 
interest in various enterprises in Danville and has been 
a member of the board of directors of the Danville 
National Bank for the past 20 years. For relaxation he 
has a cabin in the mountains 90 miles north of Danville, 
where he and Mrs. Welliver sometimes go to enjoy a 
brief holiday. While at his cabin he spends considerable 
time fishing. which is his favorite sport. 


CHARLES ANDREWS, 
director, The Washburn Co. 
and manager of the Andrews 
division of that company at 
Rockford, Ill., entered the 
hardware business in 1886. 
Mr. Andrews’ father started 
the Andrews business which 
was then known as The An- 
drews Wire & Iron Works in 
1885, his son becoming affili- 
ated with the company a year 
later. Charles Andrews was 
honored last Christmas season 
at a dinner tendered him by 
the employees of the division, 
a silver plaque, bearing the 
names of all the employees 
' being presented to him as a 
tribute to his “wisdom, sincerity and patience throughout 
the years.” He has been active in the Andrews division 
of the Washburn company for 52 consecutive years. His 
chief hobbies are photography and the improvement of 
wire goods. Charles Andrews has in addition to his long 
activity in the wire goods business found time to be a 
member of the Rockford Manufacturers and Shippers 
Association board of directors, a member of the board 
of a local bank, a city alderman and a member of the 
city’s school board. He is an active churchman and is 
a Mason. 


CHARLES ANDREWS 
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EXTRA QUALITY 
EXTRA PROFITS 


@ Stock and display the tools 
that have proven superiority. 
Warren Tools are made of con- 
trolled steel, manufactured to 
strict -specifications and heat 
treated to a perfection. If your 
customers were to keep an ac- 
tual cost record from year to 
year, Warren Tools would exer- 
cise an economy in long life, 
and provide a safety measure 
as well. You always will have 
satisfied customers if you give 
them Warren Tools. 


Se, 
i 


WARREN TOOL 
CORPORATION 


WARREN, OHIO 
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“4 _ NEW ‘7 
coming soon! 


25 


SELLER 


CORBY Scepional 


VALUE 
for price class 


EYE APPEAL 
MODERN DESIGN 

NEW TYPE FINISH 
STURDY MECHANISM | 





GET READY—DON'T MISS IT! 











CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 
NEW YORK — NEW BRITAIN, CONN. —cHicaco 











You have read the introductory article of 
this series. This chapter goes deeper 


into the subject. 


Here is Part II of ... 





The Amazing Stove Business 


take into consideration the 
fact that they are not written 
ly a stove expert, but by a man 
trained in the hardware business, 


LT reading these articles please 


who in years past sold stoves and 
who, in those years, had many 
contacts with dealers in stoves, 
manufacturers, 
tailers. 

My earliest recollection in the 
years I traveled as a hardware 
salesman is of the retail hardware 
store with hardware stock on 
shelves on the wall on the right- 
hand side of the store followed 
by a line 
carrying such goods as cutlery 
and fine tools, then the main 
aisle of the store and on the other 
side of this aisle, stretching from 
the front to the back of the store, 
a line of heating and cooking 
stoves. On the other wall back of 


jobbers and re- 


of glass showcases 


the stoves were tinware, enamel- 
ware and housefurnishing goods. 
This combination seemed to work 
out very well. The sale of stoves 
helped the sale of housefurnishing 
xoods and many other items in 
household hardware. ‘That was 
the old picture. It was a very 
good picture. It seems to me that 
it is just too bad that anything 
has happened to change that pic- 
ture of the hardware 
carrying a full line of stoves in 
stock and 
But this has happened, especially 
in the big towns and large cities. 

In those early days there were 
just two kinds of fuel for stoves. 


retailer 


pushing stove sales. 
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By SAUNDERS NORVELL 


wood and coal—-soft and hard. 
Then, as I recall it, came the gaso- 
line stove. The sale of these 
stoves boomed. Those were the 
days, if | remember correctly, of 
the Quick Meal, the Dangler, the 
Standard and the Perfection. Then 
the gasoline stoves had to find 
their place on the floor with the 
wood and coal stoves. Neverthe- 
less, then as now, the backbone 
of the stove business consisted of 
the wood and coal stoves. 

I have named _ these articles 
“The Amazing Stove Business” 
because a study of the stove busi- 
ness today certainly amazes one. 
Things that have happened in 
other lines of business have not 
happened in the stove business, 
and things have happened to the 
stove business that bave not hap- 
pened to any other industry. 


Natural Gas Arrives 


With the advent of natural gas 
in certain sections of the coun- 
iry, came stoves using natural gas 
as fuel. This, I believe, was the 
beginning of the gas stove. Then 
utility companies made gas, it was 
transported in pipes and opened 
up a large business in gas ranges. 
This naturally affected the sale of 
gasoline stoves, although they still 
were bought. 

Next in turn came the develop- 
ment of the oil stove. This de- 
velopment seemed to be especially 
in the field of cooking stoves. 
Along about this time central 


heating was developed. There 
were hot air furnaces heated by 
coal. Then came steam and hot 
water. Next came oil, supplied 
to the oil burner by gravity from 
a tank on the outside. This did 
away with coal and ashes. The 
central heating system, of course. 
had a retarding effect upon the 
sale of heating stoves. In some 
30,000,000 homes in the United 
States there are now about 10.- 
000,000 central heating systems. 
However, in this article we will 
not go into the question of the 
sale of furnaces or central heating 
systems for houses. We will con- 
fine our studies largely to cooking 
and heating stoves of various 
kinds. 

And now in the last few years. 
lo add to the amazing history of 
the stove business, comes elec- 
tricity, especially for cooking 
stoves. 

While the foregoing evolutions 
in the way of new fuels have 
been under way the stove itself 
has completely changed its form. 
There has been developed in place 
of the cast iron stove, a new form 
of stove made of enameled sheet 
steel. Those manufacturers mak- 
ing both the old-fashioned cast 
iron stove and the modern steel 
stove have been compelled to de- 
velop an entirely new technique, 
not stove casting, but the making 
of a steel stove and the art of 
fusing the enamel into the steel. 
This has brought about not only 
entirely new forms in the design 
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NEW LOW PRICE 


this established seller 


For years a popular item at 15¢, continual increase 
in sales now permits a new low retail price of 10¢, 
with corresponding reductions to dealers. NO-SEW 
eliminates fuss and bother sewing and serving fowl. 
A delight to every cook. NO-SEW laces and un- 
laces fowl quickly and cleanly. Sanitary device; 
lasts a lifetime. Attractively cellophane-packaged. 
One set with 27 Special Recipes. 


NOW RETAILS at 10c 
TO DEALERS: 80¢ doz.; $9.60 gross, less 10% 
WRITE TODAY FOR SAMPLE 


HEUCK, CINCINNATI, 
Dept. HA, 241 Senator Place 


on 


OHIO 














Every Hunter Now Wants 
HOPPE’S for His Guns 


IVE your customers this valued service—a ready supply of | 
these four best known, most popular gun protectors. Sell | 
them right along with every gun, every purchase of ammunition. 
Sell them by themselves. 
Hoppe’s No. 9 for bore cleaning and protection. 
Hoppe’s Cleaning Patches to apply No. 9. 
Hoppe’s Lubricating Oil for guns’ working parts. 
Hoppe’s Gun Grease for rust prevention. 





Regular standard dependable sellers. Year ‘round demand. 
Popular prices. Attractive in display—fine low-cost items to 
bring customers in, start them buying. Order from your jobber. 
For free booklets on gun protection, please write us. 


FRANK A. HOPPE, Inc. 
2314-A North 8th St., Philadelphia, Pa. 


Representatives: Ed. W. Simon Co., Inc., 302 Broadway, 
New York City. H. L. Bowlds & Son, 108 W. 2nd St., 








Los Angeles, Calif. and 831 S. W. Vista, Portland, Ore. 
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VERY “Champion” Screw Driver 
by UNION HARDWARE is quality built to give dependable 
service. Tool users have long recognized the merits of 
“Champions”—like them especially because of a special con- 
struction which positively prevents the blade from turning cr 
working loose in the handle. Satisfy your customers and at 
the same time realize worth while profits by featuring the 
popular “Champion” models in your store. There are five 
patterns ranging in size from 11%” to 30” blade length. 
Order through your jobber. He can supply you. 

The latest UNION HARDWARE Tool Catalog describes 
all quality tools manufactured by the UNION HARDWARE 
COMPANY. Write today for a copy of Catalog 13. 





1. REGULAR pattern in 10 sizes. Vlade length 2% in. to 12 in. Length 


overall 6% in. to 18% in. Diam. 3/16 in. to 7/16 in. 
2. CABINET pattern in 8 sizes. Blade length 2% in. to 12% in. Length 
overall 6% in. to 16% in. Dgem. 3/16 in. in all sizes. 

in. 


3. SPECIAL pattern in 2 sizes. 1% in. and 1% blade lengths 

Length overall 5% in. and 7% in. Diam. 3/16 in. and % in. 

4. ELECTRICIAN pattern in 8 sizes. Blade length 2% in. to 12% in 
Diam. of blade 3/16 in. in all lengths 


Length overall 6% in. to 16% in. 
5. MACHINIST pattern in 5 sizes. Blade length 12 in. to 30 in. 
overall 21% in. to 40% in. Diam. of blade % in. in all lengths. 


HARDWARE COMPANY 


Length 


REC.U.S.PAT. OF F ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 
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<« This 
= 8 OY Display- 
Card with 
at oP Demonstra- 
ors tion Panel 
LIQUID SOLDER 


: 






Really Moves Fast 


58% PROFIT 


The natural wood demonstration Panel 
given with every card of 12-tubes gets 
sales going with a rush! This natural- 
wood demonstration panel contains sam- 
ples of glass, china, metal, wood, leather, 
etc., securely soldered with TIP-TOP. 
Flows like liquid—hardens like metal 
with a grip of steel. 

Folks see ... Test... BUY! Mends a 
million things from the most delicate 
china to leaky plumbing. Every tube un- 
conditionally guaranteed! 

ORDER FROM YOUR JOBBER! See 


your jobber salesman next time he calls! 


TIP-TOP PRODUCTS CO., Dept. G, Omaha, Nebr. 


Chrome-Vanadium SOCKETS 

Here is a complete line of accu- 
rately made, finely finished sockets, 
all standard sizes and types from 
tiny 5/32” miniatures to great 5” 
Bridge Wrench Sockets (not illus- 
trated ). 

Unique to the ARMSTRONG 
Socket Wrench Sets is the patented 
Drivelock that locks socket to 
driver, driver to 
ratchet, and ex- 
tension to exten- 
sion—makes of 
each assembly a 
rigid tool that 
meets industrial 
requirements 
of strength and 
safety. 























9 Types. All sizes. 
Double Hex and 
Double Square. 





Write for 
Catalog 
Ww.-35 



















Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave. 
Chicago, U. S. A. 
Eastern Whse.: 
199 Lafayette St., N. Y. 
San Francisco London 
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of stoves, but has led to the use 
of various colors. A study of the 
catalogs of the various modern 
manufacturers shows a wide use 
of colored trim on white stoves. 
There are also some all-colored 
stoves, although white predomi- 
nates. Even the cast iron heating 
stove has completely changed its 
form, the modern stove for either 
coal or oil looking more like a 
radio cabinet than a stove. The 
old-time base burner with its 
flamboyant vase top and other 
decorations seems, from a study 
of the catalogs, to have passed out 
of the picture. 

A retail merchant in Iowa re- 
cently sent the writer a copy of 
The Metal Worker of 1892, then 
published by David Williams. 
This issue of The Metal Worker 
was filled with ads of cast iron 
heating and cooking stoves. A 
careful checking up of these ads 
indicates that the majority of the 
stove manufacturers advertising in 
that issue are now out of busi- 
ness. But the amazing part, not- 
withstanding all the changes in 
ownership of stove manufacturing 
concerns, is the fact that there 
are almost as many companies 
now manufacturing stoves as 
there were in 1892, 46 years ago. 
For instance, here are the figures 
of plants with an annual produc- 


lion of over 5,000 units since 
1929: 
1929 609 
1931 589 
1933 543 
1935 556 


These figures are taken from the 
Department of ‘Commerce, Bu- 
reau of Census, Washington, D. 
C., bulletin of Dec. 2, 1936. 


Widespread Industry 


In the recent July 28 Merchan- 
dise Directory Number of the 
HARDWARE AGE there was a very 
full and complete list of the manu- 
facturers of all kinds of stoves 
from the camp stove to the elec- 
tric The length of this 
list, the variety of stoves, manu- 
factured and the wide geographi- 
cal distribution of the manufac- 
turers is more than a matter of 
passing interest. 

The trend in almost every other 
line of major manufacturing in 
the United States has been to- 


stove. 





ward the elimination of the small 
unit and the development of enor- 
mous sales for the few large units. 
For instance, in 1912 there were 
597 automobile manufacturers. In 
1937 this number had shrunk to 
less than 100. In 1914-there were 
1,247,002 automobile owners. In 
1936 the number of owners had 
increased to 21,524,128. In other 
words, the number of owners in 
1936 had increased 20 times, while 
the number of manufacturers had 
shrunk 83.33 per cent. 


A Great Change 


Now, returning to the retail 
hardware store, we find a great 
change has taken place in the sale 
of stoves. Many retail hardware 
dealers, especially in the larger 
cities and suburban towns, have 
given up the sale of both heating 
and cooking stoves. This busi- 
ness has drifted largely from 
the retail hardware store to the 
furniture store, the department 
store, local agents owned by or 
representing stove manufacturers, 
mail order houses and chain 
stores, and, last but not least, to 
utility companies selling gas and 
electric stoves in order to develop 
the sale of their gas and electric- 
ity. Years ago, as I remember it, 
the stove manufacturers did not 
attempt to sell jobbers, but went 
directly to the retail trade. Now 
we find that a number of manu- 
facturers are distributing a con- 
siderable part of their product 
through jobbers, to retailers then 
consumers. In talks we have had 
with stove manufacturers, jobbers 
and retailers, the point has been 
brought out that it takes some 
very close figuring on costs on the 
part of the manufacturers to sell 
the jobber on a basis that will 
give both the jobber and the re- 
tailer a reasonable profit. The 
manufacturer's gross profit on 
these sales to jobbers is only 
about one-half of what it is on 
the dealers’ sales, but a substan- 
tial part of this difference in gross 
profit is compensated for by the 
smaller commercial expense of 
doing business with jobbers. 

The mail order houses early in 
their development grasped the op- 
portunity of selling all kinds of 
stoves. They have displayed and 
described these stoves with great 
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skill in their catalogs. In the last 
issue, which came out on August 
1, the Sears-Roebuck catalog de- 
voted 20 pages to the illustration, 
description and prices of stoves. 
On the inside cover of this catalog 
there is a full-page illustration in 
colors of their new “revolution- 
ary”, kerosene pressure range, 
one fuel only, starts and operates 
with common kerosene. The sell- 
ing talk in regard to this range 
emphasizes its low cost of opera- 
tion. 

A study of the catalogs of mail 
order houses selling direct to the 
consumer shows that they offer 
very liberal terms for time pay- 
ments. On most of their stoves 
they ask only a $5.00 initial cash 
payment. 

There is an impression, quite 
widespread among dealers, that 
the mail order houses own their 
own factories. This, however, is 
not true. A very large part of 
their purchases are made from 
established stove manufacturers. 
Montgomery Ward and Spiegel 
purchase all of their stove re- 
quirements. Kalamazoo Stove and 
Furnace Company is the only mail 
order house which definitely manu- 
factures its own entire output. 
The manager of the Kalamazoo 
company informed me that they 
sell their goods through their own 
agents. Theyshave 200 agents 
distributed over the country. 


Utilities’ Competition 

On top of this difficult com- 
petition, from the standpoint of 
the retail dealer, comes the sale 
of electric cooking ranges by 
large electrical concerns having 
almost unlimited capital. In many 
states these concerns have a strong 
tie-up with the utility companies 
while in other states, either by 
law or voluntarily, the utility 
companies have gone out of the 
stove business. Naturally the util- 
ity companies care little or noth- 
ing about the profit on a stove. 
What they are trying to do is to 
sell continuous electric current. 

This picture of stove distribu- 
tion certainly looks rather com- 
plicated. But here comes the 
amazing part of the story. Not- 
withstanding the foregoing facts, 
we find just about as many stove 
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manufacturers in business today 
as there were 40 or 50 years ago. 
Most of these stove manufacturers 
are also financially strong. They 
pay their bills. The families own- 
ing these businesses in the major- 
ity of cases are very well to do. 
This, you will admit, by records 
of other industries, is amazing! 
The failure mortality in the stove 
business should be heavy, but as 
a matter of fact, it is not. An 
analytical physician might say the 
patient should die, but, as a mat- 
ter of fact, he has not died and 
is still full of life and activity. 
Why is this so? 

In the first place, the stove busi- 
ness, both cooking and heating, is 
a fundamental business. We can- 
not eat without stoves. And we 
cannot live in the winter without 
heat in our houses. As one of 
the stove manufacturers stated re- 
cently in Cincinnati, the back- 
bone of the stove business, after 
all, is the sale of wood and coal 
stoves. This condition, notwith- 
standing the sale of gas, oil and 
electric stoves, is going to last 
for many years to come. The 
reason this is going to last is be- 
cause in whole sections of our 
country there is a great supply 
not only of wood but also of coal 
at a very low price. In other 
words, if we take into considera- 
tion that the average income of 
the American family today is only 
$1,800 per year, the question of 
the cost of their cooking and heat- 
ing is an important one in their 
budget. Soft coal may be dirty. 
It may be troublesome to remove 
the ashes. But if soft coal is the 
cheapest form of fuel, soft coal 
will continue to be used, espe- 
cially in those areas where it is 
mined. 

There is another angle to this 
stove business that is interesting. 
When you take a map of the 
United States and study the loca- 
tion of the stove manufacturers, 
you will find that those manufac- 
turing and selling wood and coal 
stoves are located where iron and 
coal are cheap for manufacturing 
purposes. You will also find that 
most of the stove manufacturers 
are located not in the large cities, 
but in the smaller towns, where 
the cost of living is not very high 
and where the cost of fuel is low. 








America's 


FAVORITE 


CHURN 
BY9TOI 





Necd 2 Quarts SOLD ONLY THROUGH 


to 10 Gallons — 


Hond or Electric JOBBERS AND DEALERS 


Power. 

HERE is a world of meaning in the 

fact that nearly 90% of all churns 
sold in retail hardware stores are 
DAZEY Churns. It means for one 
thing, a superiority so outstanding that 
among 3 million users you will find the 
same number of Dazey boosters because 
of Dazey’s fine performance. If you 
sell churns at all, therefore, it is plain 
that the one to feature is the one 
already a 9 to 1 favorite among churn 
buyers. Above all, get behind DAZEY 
Electric Churns if rural power lines 
are available in your trade area. 


DAZEY CHURN & MFG. CO. stern? ws. 
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GRINDER 


Ze: 99 





xy 


Real Quality Miniature Tools 
Carrying an internationally known tov! 
name. Correctly designed, correct op 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
erackel steel body, handles 4%” in 
steel, $7.95. 20,000 RPM GRINDEL 
to match, more efficient design, more 
power, $5.95. A double sale oppor 
tunity—the Drill and Grinder with 5 
accessories in a_ fitted steel carrying 
case, $14.05. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com- 
plete line of Accessories—Stock Dis 
play Boards, Circulars, Electros, and 
national advertising. Ask your jobber 
or write direct for catalog sheets, 
mailing and counter circulars and dis- 
counts. 






Every SpeedWay Grind 
sold builds repeating 
accessories business 









. DRILL AND 


GRINDER SET 
\ 


SPEEDWAY MFG. CO. 
1836 8. 52nd Ave., 
Cicero, tilinois. 








OLD LINSEED OIL 


Join 

The Fast-Growing Army 
of 

SATISFIED OLO DEALERS 


We manufacture 
a complete line of 


PAINTS - VARNISHES 
ENAMELS 


priced to develop the maximum 
in sales and profits 
Quality to Satisfy All 


Write for price list and 
full information 


THE PASSONNO-HUTCHEON CO. 
Cleveland, Ohio Boston, Mass. 
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Generally speaking, they have lo- 
cated near the sources of supply 
of iron and steel. Therefore, 
from the economical angle, they 
are in a position to serve their 
local territory at a very low cost. 

The Bureau of Labor Statistics 
shows that wage rates in the stove 
industry are above general indus- 
trial wage rates. Like every other 
industry, of course, there are 
some low wage shops, but in stove 
manufacturing this is the excep- 
lion rather than the rule. 

The use of coal and wood 
stoves is a matter of geographical 
convenience in many cases. Gen- 
erally speaking, gas lines do not 
go into rural districts and where 
electricity is available it is often 
too expensive for the heavy load 
of a cooking appliance. 

It would seem to an outsider, 
after interviewing consumers and 
dealers, that the greatest present 
potentiality is in the gas range. 
This range is economical both in 
amount of fuel consumed and in 
human labor. After consulting 
many consumers, as I said in my 
last article, the general verdict 
was that the gas range, while it 
may not be quite as clean as the 
electric range, is very efficient. 
There are few repairs to be made 
to a good gas range. However. 
while ranges, both coal and gas 
are granted to be still efficient 
after many years’ usage, never- 
theless in time, on account of im- 


proved patterns, these older 
ranges become obsolete. I have 


heard the criticism made of stove 
dealers as compared with auto- 
mobile dealers, that after two or 
three years the automobile sales- 
men are hot on the job for re- 
placement sales, and as we all 
know they make an allowance on 
the old machine, while the stove 
dealers do not use such enter- 
prise and energy in trying to 
make stove replacements. In 
other words, when a stove is sold 
by a dealer it seems to be for- 
gotten, which is certainly not true 
in the case of an automobile. 

The stove manufacturers have 
been complaining about a reces- 
sion in their business. They need 
not worry! Recession or no reces- 
sion, we are all eating, and when- 
ever and wherever men eat they 
must have stoves. 





Now let me conclude this arti- 
cle by stating that as a hardware 
man experienced in national mer- 
chandising, | am convinced from 
my studies that the stove manu- 
facturers have allowed several 
other fellows to steal the ball and 
run away with it. I believe that 
the stove business, being funda- 
mental, selling an item that must 
appeal to the housewife, should 
he in first place in its demand on 
the consumer’s dollar. As a mat- 
ler of fact, while “Pop” has 
bought his new automobile and a 
new quick, ice-making machine 
for his highballs, “Mom” has had 
lo go on cooking on her out-of- 
dale range. 


Here’s the Reason 


My friend, J. George Fredericks 
of the Business Bourse, has just 
written an article for The Forum, 
in which he gives his idea of the 
main reason for conditions in this 
country the past few years. We 
did pick up in 1935, and in 1936 
and 1937 we started going toward 
prosperity right well. But some- 
ling happened. Something inter- 
ferred with the consumer demand. 
What was it? Mr. Fredericks says 
this is what happened. Fifty per 
cent of the entire income of the 
United States is needed for the 
necessities of life—housing, food, 
clothing, etc. This is just 50 cents 
out of the consumer's dollar. 
‘Then, says Mr. Frederick, all of 
us listen to the siren song of the 
replacement automobile salesman. 
We take a credit on our old tin 
Lizzies and sign up on the install- 
ment plan for a new machine. Full 
of joy and youth we travel over 
hill and dale, using up oil and 
gasoline and making it necessary 
to buy new parts. When we have 
all gotten through with this nation- 
al joy ride, we find that of the 50 
cents we had left of our incomes. 
we have spent 25 cents for auto- 
mobiles and gasoline. This only 
leaves 25 cents of the family dol- 
lar for everything else. Out of 
this 25 cents, first comes the radio, 
and gas refrigerators, 
vacuum cleaners, washing ma- 
chines, etc. When these things 
have been bought, most of them 
on the installment plan, there is 
little left for a new cooking or 
heating stove. 


electric 
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The plain fact, our studies in- 
dicate, is that the advertising and 
salesmanship of the stove indus- 
try has not been of sufficient qual- 
ity or quantity to impress upon 
the average American family the 
desirability of having first the 
most modern stoves to take care 
of their cooking and heating 
needs. In a few words, notwith- 
standing its admitted importance 
in the household scheme, the stove 
has been relegated to a back seal 
by the claims of the automobile, 
automatic refrigerator, etc., upon 
the consumer’s dollar. 

It is true that in the last few 
years there has been quite a spurt 
of national advertising and high- 


powered sales effort in puching 
electric stoves for the modern up- 
to-date kitchen. And there has 
also been some advertising and 
quite a little activity on the part 
of oil-burning stove manufac- 
turers, for both cooking and heat- 
ing. But it is an evident fact that 
while coal and gas ranges, in nuin- 
ber of units sold and in volume 
of dollar business, are the major 
part of the general stove business, 
manufacturers of stoves of this 
character have not advertised o1 
pushed their sales with sufficient 
aggressiveness to secure thei 
merited share of the consumer's 
dollar as against other more ag- 
eressive industries. 


New Field for Builders’ Hardware Sales 


(Continued from page 35) 


ing the first week. At the end of 
that time she was invited to set 
up another model in the very heart 
of the city of Long Beach. 

When ths standardized house is 





Another corner in 

which may be 

seen additional 
display panels. 
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built on a $350 down payment 
under FHA financing arrange- 
ments the monthly payments are 
$19.42. On a $550 lot the pay- 
ments are $20.69. On a $1,000 


A corner of the 
display room of 
West & Company 
showing some of 
their builders’ 
hardware display 
panels. 








| 
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STREAMLINE 
LANTERN 


No. 2 D-LITE—Dietz famous bal- 
anced draft, low globe lantern—is now 
ready for your stock in new streamline 
model. 


The same powerful, steady white light, 
stormproof burning qualities, low frame 
and easily cleaned short globe—fea- 
tures that have made this lantern famous 
the world over—together with a much 
broader, non-tip fount, new pivot bail 
that cannot pull out, high efficiency 
burner, improved top and protective 
coating of Grade A Charcoal Tin in 
new process bright finish. 


“Handsome is that handsome does” is 
an old saying that absolutely fits Dietz 
Streamline D-Lite. The older model 
was a BEST Seller. You can show this 
one and sell MORE. 





“iar Ss 


LANTERNS 4 


ee eee ee 
NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD 
Founded 1840 
Output Distributed Through the Jobbing 


Trade Exclusively. We Do Not Sell Chain 
Stores, Catalog Houses,or Syndicate Buyers. 
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SALES WILL BE 
HIGH IN FALL 


Golf course greenskeepers 
and landscape men have 
always planted grass in 
the fall. Homeowners in 
certain sections of the 
country are now learning 
the same trick At that 
season gsass has two un- 
hampered growing periods 
ahead of it —ample time 
for the perennial varieties 
to mature. Push grass 
seed this fall and you 
will land the buyers who 
know the wisdom of spend- 
ing real money for seed 





Gives You to Boost Fall Sales 


1 86% More Profit per 
Sale (Fall buyers under- 
stand grass and are glad 
to pay for the top grade.) 
2 Revolutionary New 
‘Merchandising Plan 
3 New — Fall Window 
Posters 


Write today for full detaits 


GRASS SEED DIVISION 


; WOORRUFF.: 


> TOLEDO, OHIO 
98 
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lot the payments are $24.31, and 
that is as high as the cost is al- 
lowed to go. 

While the house is standardized 
as to size and design and as to 
materials it should be noted that 
variety can be secured in the land- 
scaping and in the painting. 
Houses that are alike need not 
necessarily look alike. Building 
cost is placed at $2.34 per sq. ft. 

Further inducement has been 
offered by bringing into the set- 
up complete floor covering, cur- 
tains, venetian blinds, draperies 
and mirrors, all included in the 
price previously mentioned. 


As West & Company had the 


foresight to go in on this at the 
beginning as a member of the 
supplying group finish hardware 
sales on all houses built are their 
sales! Mrs. Sykes believes that 
she will be able to give every car- 
penter in town a job before long. 
She has taken a year’s lease on 
the building where the model 
house is being shown. There are 
three choices in finish hardware— 
chromium, bronze, or brass finish. 

West & Company is located at 
1037 East Green Street, Pasadena. 
The model house is in the old 
Cheesewright Studios at 1040 East 
Green Street, directly across the 
street. 


“Tll Order It for You” 


(Continued 


since learned that our October ex- 
perience was no exceptional case. 
Most of our backwoods dealers 
depend upon nearby wholesalers 
who have comparatively small 
stocks. Relay orders are very com- 
mon and they have built for our 
village merchants a_ reputation 
that, to say the least, does not 
build business. 

I wanted a clam rake. 

“Pll order it for you.” 

We needed a suitable kettle for 
frying doughnuts and a common 
doughnut cutter. It’s cold up here. 
Doughnuts are not a seasonable 
food “down in Maine.” You will 
find them on Maine breakfast 
tables 12 months in the year. Still 
our dealers did not have kettle 
or cutter. They did say “we can 
order them for you.” 

The same suggetion greeted our 
expressed desire for a tub made 
of heavy galvanized iron and 
equipped with sturdy handles. 
Our dealer had some pails in 
stock and I knew a certain firm 
that made just the kind of a tub 
we wanted. When he offered to 
“order it for us” I said “go to it.” 
Two weeks later I was told the 
wholesale house couldn’t fill the 
order! 

I needed some Carborundum 
stones for my tools and garden 
implements and Mrs. Soule had 
lost her pet household sharpening 
stone. Confidently I added them 
to my list when next I started for 


from page 38) 


town. This was a cinch. Car- 
borundum products was the an- 
swer to a prayer from this rocky 
woods country. Again I was dis- 
illusioned. When once more that 
day I heard the old refrain, “I'll 
order it for you,” I felt, for the 
first time, the rural resentment 
which that time honored, thread 
bare, phonograph record had 
germinated. e 

That night I heard Francis D. 
Bowman on the air, building busi- 
ness for the wide-awake dealers 
and sending other hopeful con- 
sumers to the “Ill order it for 
you” stores. I wrote Bow about 
the dullest axe in Maine and he 
went into a conference with sales 
manager George Dresser—I'll 
never condemn conferences again. 
I no longer bruise trees. My axe 
cuts, my implements are in good 
condition and the kitchen knives 
are almost as keen as is the cook. 

All my life I have been on the 
Dealer team. I’ve been sitting in 
the Dealer dugout coaxing Dealer 
runs across the plate. I’ve helped 
play a thousand games against the 
Catalog House-Farmer combina- 
tion. 

Now, I am forced to admit merit 
in the enemy’s camp. I sought 
refuge in a storm and they com- 
forted me. My first order to Sears, 
Roebuck & Company was made 
up almost entirely of items I had 
first tried to buy locally. The 
order was mailed on a Monday 
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RICH LADDERS 


Be prepared to fill your cus- 
tomers’ fall ladder needs 


promptly with RICH Lad- 


ders. 


The SAFEST spruce ladders 
built — the RICH line in- 
cludes Extension Ladders, 
Fruit Pickers’ Ladders, Plat- 
form Ladders, Sectional 
Ladders, Window Cleaning 
Ladders, Paper Hangers’ 
and Decorators’ Rodded 
Ladders, Step Ladders, 
Single Ladders. 














For complete details see 
your jobber or write. 
| 


THE RICH LADDER & MFG. CO.) 


: 1028 Depot Street © Cincinnati, Ohio | 


PROTECTION 4 cluscys 


No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000,000 CONSUMER 


DEMAN D completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
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CORBIN PHILLIPS 


RECESSED-HEAD SCREWS 


Because Corbin has been the leader in screw manu- 
facturing for a lifetime. Your customers want these 
new selt-centering, slip-proof Phillips Screws—and 
they'll welcome the assurance of dependability 
guaranteed by the Corbin name. 

The tapered head and driver fit exactly — 
reduce spoilage, improve speed, holding 
power, appearance. 

Licensed to be manufactured and sold 
under Patent Nos. 2,046,837 —2,046,838 — 
2,046,839 — 2,046,840 — 2,046,843. Other 
domestic and foreign patents allowed 
and pending. 








THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


New Britain, Connecticut 
Warehouses New York - 


Western Factory, Dayton, Ohio 








PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 

.. makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAILS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 














ROGErsS 
Gloucester, Mass. 
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New Low Price— 
SAME High QUALITY 


A reduction in the cost of 
materials has made a reduced 
price possible on the regular 
No. 50 welded steel gasoline 





can. No reduction in quality. This can is used 
extensively by highway departments, farmers, 
tractor owners, public service crews, contrac- 
tors, etc. Stands up under the hardest kind of 
use. Body drawn from 24 gauge steel. Bottom 
reenforced. Pouring spout acetylene welded 
to breast. Body and breast acetylene welded 
together. Handy Grip caps are easy to re- 
move. Guaranteed leakproof. Order from 


your Jobber. 


See page 295 in the July 28 Directory Num- 
ber of Hardware Age for other Eagle products. 


EAGLE MANUFACTURING COMPANY 
West Virginia 


Wellsburg 

















PROFIT WITH 
VLCHEK TOOLS 





[ats ths Quah 
iene 


Men who know tools 
know Vichek. want 
Vichek quality. 


Dealers knowing this. 
choose Vichek tools for 
open table display 
move them fast at at- 
tractive mark-ups. 















There’s an assortmen' 
to satisfy every cus- 
tomer need. 


Ask for catalog. 


The Vichek Tool 


Company 
3001 E. 87th Street 
Cleveland, Ohio 

















QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHER 
TOOLS 
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and the goods arrived in two lots 
on the following Wednesday and 
Thursday. 

One cold winter’s night when 
Bill and Pearl had dropped in to 
toast their shins over our register 
I expressed surprise at the speed 
with which mail orders were de- 
livered. 

“Why, Lord bless you,” ex- 
claimed our neighbor, “don’t you 
know them fellers git the goods to 
you before these town fellers git 
around t’ placin’ your order with 
some outfit that has t order it 
from a factory that takes their 
time wrappin’ up anything less ’n 
a carload?” 

Was that farmer dreaming or 
was he putting his hammer right 
on the nail head? 

Up here in the land of huge 


wood piles, long winters, well 
stocked cellars (vegetables) and 


hospitable people, farm folks 
make most of their own entertain- 
ment. They buy their flour by the 
barrel and their sugar in 100-lb. 
sacks. In the crowded pantrys and 
fruit closets of this rough country 
side it is not an unusual thing to 
feast your eyes upon a hundred 
jars of fruits, berries, surplus vege- 
tables, venison, fish, ete. [ am 
again reminded of Bill Berry’s re- 
mark-“We have lots of every- 
thing except money.” 

Shortly after we moved in one 
couple came over to “get acquaint- 
ed.” They brought, as a gift, our 
winter’s supply of rutabagas. An- 
other brought our winter’s cab- 
bages and carrots—and still an- 
other neighbor came apologizing 
for a beautiful hubbard 
squash. He said, “I knew you 
folks didn’t have a. garden this 
year.” Salt cod, venison, canned 
fruits and_ jellies things 
which gave us a measure of their 


dozen 


were 


generosity and their desire to be 
neighbors. The summer visitors 
to “Vacationland” were gone and 
this was Maine speaking family 
to family. 

December is the month in which 
each Mainite farmer kills his pig. 
We were presented with choice 
cuts of pork. 

We learned how to make raised 
bread, molasses doughnuts and 
brown bread. The girls swapped 
recipes while we fellows swapped 
tall stories and gossiped about 





everything from the first lady in 
Washington to the leading mer- 
chants in the village. The first 
lady can take it; she’s had to. It’s 
the village dealer’s turn anyway. 

Alva and Flossie ordered repairs 
for their stove and waited three 
months to get them. 

Herb is an old batch and a good 
neighbor. He needs a wife and 
shoes for his oxen. There is an 
over supply of good women and 
a dearth of ox shoes up here. The 
shoes have been “ordered” in vain. 

Elden likes spaghetti but the 
village supply consists of a cooked 
product in glass jars. They 
“ordered” for him but he had to 
take a 10-pound carton which Ann 
insists is enough to last them two 
years. Elden says it’s un-American 
to have to order 10 pounds of 
spaghetti at one time and Ann 
says its un-American to eat the 
stuff anyway. 


It Had Been “Ordered” 


Mace and Ethel painted their 
kitchen. They wanted an ivory 
shade. They finally compromised 
on three pints of ivory mixed with 
one pint of cream. Mace said 
Ethel insisted on accepting this 
strange substitute promptly _ be- 
cause she was still waiting for two 
quarts of aluminal which one of 
the dealers “ordered” two years 
ago for the ceiling of their living 
room. They spread the first coat 
of their blended mixture on the 
kitchen and then waited exactly 
three weeks before the paint for 
the second coat arrived. It had 
been “ordered for them.” 

The repairs for Nate’s gun and 
those for Lil’s sewing machine are 
subjects which will get a “rise” 
from our neighbors across the 
river. 

Collectively these customers of 
our village merchants believe: 

First—That the dealers do not 
place their orders promptly. 

Second—-That the dealers do 
not sufficiently impress on those 
from whom they buy that the 
goods ordered are wanted imme- 
diately. 

Third—-That it is a 
time to place orders for specials 
with wholesalers who carry only 
a smattering of a manufacturer's 


waste of 


line. 


Fourth—That the delays prove 
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GRAY- DIAMOND 


WELDED 


FABRIC 


ij Wh 4 Sh 


Wy 


ESE RE RES SSS ae 


@ Yes sir, WELDED—the most modern netting con- 
struction you can find. For that’s extra strength, 
stiffness, wear and appearance that no twisted net- 
ting can match. QAnd beneath Gray Diamond’s 
heavy galvanized or green painted coating is that 
Wickwire made, copper bearing, open hearth, low 
sulphur Steel—rust resisting and extra tough. 
q Dealers stocking Gray Diamond are reaping new 
sales, new PROFITS. Ask Your Jobber. 


WICKWIRE BROTHERS 





CORTLAN D-‘-NEW VYVORK:: U.S.A. 










EXTRA SALES FEATURES— 
the extra features of the Hamil- 
ton Beach food mixer give you 
extra selling points — easier 
sales. 


NATIONALLY ADVERTISED 
in the Rotogravure Section of , 
Sunday newspapers. P 


FREE DEALER HELPS— 
Complete—attractive. Furnished , 
free on request. 


Order Hamilton Beach food mixers 
from your Wholesaler. Write us for 
free dealer helps. 


HAMILTON BEACH CO., Racine, Wis. 


Division of Seovill Manufacturing Co. 


HAMILTON BEACH Foon MIXER 





























Want a Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 
Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 











* 
A A 


VANITIES 


Complete of 
FOOTBALL 2.« BASKETBALL 
EQUIPMENT 


YOUR JOBBER CAN GIVE YOU 
COMPLETE INFORMATION. 
. IF YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY Wicte us DiRecT/ 





THE DRAPER- MAYNARD CO. 


400 YORK STREET CINCINNATI, OHIO 











Here are four of the many Arcade Farm Toys that are so 
much in demand. . in fact, the popularity of these toys 
seems to be increasing in leaps and bounds. 

If you display an assortment of Arcade Farm Toys you'll 
find them unusually fast movers especially from now 
until Christmas. 

The Spreader, Tractor, Disk Harrow and Plow illustrated 
above are only a small part of the popular priced Arcade 
line. Send for Catalog No. 55 and make your selections 
Order from your jobber 


ARCADE MFG. CO., 1201 Shawnee St., Freeport, Ill. 


ARCADE ':c. TOYS 











SEPTEMBER 8, 1938 





(Full size) 





NEW [UFKIN 


INDICATOR 
MAKES NEWS 


Being new and making news at 
the same time calls for the extra- 
ordinary. And so it's no surprise 
that the new Lufkin Universal 
Indicator is making news every- 
where. It's a new tool with 
many new features. It's truly an 
extraordinary tool. 


TWO READING FACES ° With 
a reading face on the end as 
well as the side, readings can 
be easily taken no matter in 
what position the tool is set. 


ROTATING HEAD °* The Indi- 
cator Head rotates both hori- 
zontally and vertically, and 
because of the double reading 
face is made in one piece. This 
construction reduces wear and 
prolongs the life of the tool. 


POSITIVE LOCK * The clamp- 
ing device is a nut, spring and 
washer, held together as one 
unit. During set-up and previous 
to tightening, it frictionally holds 
the Indicator in position. 

To help you merchandise the 
new Lufkin Indicator, we will 
gladly send a supply of descrip- 
tive folders upon request. 


OFH/N 


SAGINAW, MICHIGAN . New York City 


TAPES . RULES - PRECISION TOOLS 
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how very poor is the dealer’s mail 
order service compared with that 
of the catalogue houses. 

Fifth—That most dealers are 
frightful liars. A minority report 
gives them credit for truthfulness 
but charges mental deficiency. 

On one point these customers 
agree with astonishing solidarity. 
When a dealer says “I'll order it 
for you,” it’s time to laugh. If 
another farmer is in the store they 
exchange grins or winks. 

So, in the interest of harmony 
and that the dignity of the dealer 
may prevail, wouldn’t it be a good 
idea to recognize the fact that 
“Pll order it for you” is, in many 
ctores, a bundle of “hooey” which 
needs revamping? 

Every store should keep a writ- 
ten record of each and every item 
customers ask for which is not in 
stock. This list divided into two 
parts—first—common items which 
your customers have a right to 
expect to find in your store. This 
is an indicator which tells just 
how well the buyer is doing his 
job. 

The second list shows some 
items which it may be good busi- 
ness to stock even though you have 
never carried them. Then there 
are, of course, the items that are 
genuinely specials. The minute 
you agree to order one of these 
specials for a customer you are 
being subjected to comparisons. 
You are playing the other fellow’s 
game. You are in direct competi- 
tion with outfits who know so 
much about the value of customer 
good will, through rapid service, 
that they will make you look like 
an utter incompetent to your cus- 
tomer unless you use your head. 

So—it is just common sense to 
make an inflexible rule to enter all 
the “I'll order it” items in a spe- 
cial book. It’s just common sense 
to actually make out the order 
itself before the idea gets cold. 
It’s just common sense to mail 
every such order before the last 
out-going mail closes each day. 

Remember the telegraph—the 
telephone and the air mail are 
available for business men who 
know that we are living in an 
impatient age. 

Your customers may not expect 
you to charter an airplane to speed 
up their special orders but they 


do have a right to expect you.to 
be about as a.ert as your competi- 
tors and the rural merchant's 
mightiest competitors are mail 
order houses. 

Farmers have become so sus- 
picious of “I'll order it for you” 
service that even the best dealers 
are finding it imperative to bolster 
up that moth-eaten old phrase with 
a bit of selling elixir. “Ill be glad to 
order it for you and we won't be any 
10 days getting it either,” was a 
remark which caused me to place 
a special with one merchant last 
week. He made good in four days 
—but—he didn’t wait for the 
wholesaler’s representative to come 
along before he placed my order. 

The boys whose carelessness or 
indifference has made the honest 
statement, “Ill order it for you,” 
a laughing stock have done such 
a thorough job of it that even the 
dealers who do place such orders 
promptly may well go a step fur- 
ther. The following brief letter or 
a “fill-in” card to the same effect 
is good advertising, at an exceed- 
ingly low cost, which will influence 
your customers to begin to think 
of you as progressively different. 


* * x 


“Thanks for your order for 
an end grate for a No. 508 Glen- 
wood N range. 

“This order was mailed to- 
day. I have asked for prompt 
shipment. 

“Sincerely,” 


% % x 


When your rural customer re- 
ceives this the following morning 
he will actually cease “suspicion- 
ing” you. Eventually, even such a 
small thing as this may change 
his opinion, as far as you are con- 
cerned, about “I'll order it for 
you” business. 

In complex cases it is wise, even 
at the risk of being accused of de- 
serting a friend, to drop the dear 
old “Ill order it” phrase and say 
“ll try to get it for you,” but, 
even when a dealer feels he has 
to so “cover” himself he should 
never forget to add “and I'll begin 
trying with a letter which will go 
out in the next mail.” 

There is good money in mail 
orders for the dealer who has the 
courage to so put himself on the 
spot. 


HARDWARE AGE 














is- 


rs 
er 
th 


= °* 8 


— — — FY « 








CAULK-O0-SEAL 


REG. U. 8. PAT. OFF. 
PLASTIC, NON - STAINING CAULKING COMPOUND 


, @ Permanent Seal — elastic — holds fast. 


Saves Fuel—eliminates drafts—prevents heat 
waste. 


For inside or outside use—does not exude 






















Made in white, black and 8 colors. 
In Cartridges, Bulk and Tubes. 


Order Direct or Through Your Jobber 
Send for Circular and Color Chart 


CALBAR 


PAINT & VARNISH COMPANY 
2612-26 North Martha Street 
PHILADELPHIA, PA. 


READY?! 
The 1938 Edition of | | 


MARBLES 


CATALOG of. 


Sights, Gun Cleaners, 
Gun Oil, Knives, Safety 
Axes, Compasses, Fish 
Gaffs, ete. 
Write for Dealer Catalog of this 
nationally advertised line of steady 
sellers. 


MARBLE ARMS & MFG. CO. 


540 Delta Ave., Gladstone, Mich., U.S.A. | 

















All Marble’s 
Products are 
American-made 


An Invitation to members of the 
AMERICAN HARDWARE MANUFACTURERS ASS‘N 


NATIONAL WHOLESALE HARDWARE ASS‘N 
and its auxiliaries 


THE NATIONAL ASSOCIATION OF SHEET METAL 
DISTRIBUTORS and the ACCESSORIES BRANCH 


to make The Claridge their home during 
their Annual Convention, Oct. 17th to 20th. 
European Plan: Single from $4.00 
Double from $6. Also American Plan 
ALL ROOMS WITH BATH 
For reservations telephone 


New YorkOff.: Chickering 4-6699:W ashingtonOff. : District 2685 
Pittsburgh Off.: Atlantic 6240+ Philadelphia Off.: Kingsley 3150 


Hotel CLARIDGE 


Joseph P. Binns, Manager 


ATLANTIC CITY 
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Order from your jobber! 
Schalk Chemical Company, 
Los Angeles and Chicago 









LOCK PICKS — Special Pick Set +90 


ai 


© © ° © ©° 


7 TOOLS — $1.00 — Postpaid 


THIS OFFER LIMITED TIME ONLY 
COMPLETE WITH PICKING INSTRUCTIONS 
Locks—Key Blanks 








Locksmith Supplies 
Made of the finest steel. A Picks—Lock Parts 
Die cut—hand finished. Send for Locksmith = auto Locking Handles 
Catalog Too 


H. HOFFMAN COMPANY 
6243 N. Western Avenue, Dept. 10, Chicago, Iil. 














Here’s How Dealers 


MAKE BIG MONEY 


WITH A 


SPEED-0-LITE 


EXTRA BIG PROFITS 
on MACHINE RENTALS 


VA neUwasaA PROFITS 072 
FLOOR FINISHING MATERIAIS 


SPEEDS UP TURNOVER 
OF RELATED ITEMS... 











"There isn't a day in the week, includ 
ing Sundays, that the machine is idic NO DIRT 
—writes one dealer who increased hi Fi " 14 NO DUST 


sales over $1,000.00 in 7 months ihroudh 
SPEED-O-LITE rentals. With a SPEED- 
O-LITE on your floor and our FREE 
Advertising Material behind you, you 
can't fail to reap your share of this 
extra-profit business. Don't delay. Mail 
the Coupon NOW for full details of 
our 5-Day FREE trial Offer that en- 
ables you to prove the profit possibili- 
ties of this Low-Priced quality floo pseeameneaaeannen: 


NO MUSS 









{ 
Gari 
1 YEAR 


INCLUDING 
MOTOR 


ad 





sander right in your store. H 
9 Cieee Masts LINCOLN-SCHLUETER 5 
*% Over 40 years o oor Machin- FLOOR-MACHINERY CO. INC. H 
ery Manufacturing Experience your 212 W.Grand Ave., Chicago, II. g 
guarantee of complete satisfaction. e 
i P lease send full details of your 5-DAY é 
PROFIT-MAKING FEATURES g FRE Trial SPEED-O-LITE Offer, Also 9 
complete information on your Merchandis 

* Light weight (only 80 Ibs.) a‘ Plan for Dealers. ‘ 
* Sands right up to the quarter- round. g ing Plan 5 
* Picks up all dirt and dust. 8 NAME a 
* Leaves a ballroom finish on every 1! 3 
floor. : g ADDRESS 4 

* No experience required to run it. : ane 
* Burn-out-proof motor. DOOGT ccccssccscsene SATS t 
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SELL STEWART 
FENCE AND 
OTHER PRODUCTS 


Hardware dealers all over the coun- 
try are realizing substantial profits 
through the sale of Stewart Iron 
and Chain Link Wire Fence, Lawn 
Furniture, Interior and Exterior 
Railings, Bracket and Pier Lana- 
terns, Folding 
Chairs, Stable 
Fittings and 
other iron and 
wire products. 
Investigate the 
liberal dealer 
plan offered by 
Stewart. You are not required to 
invest money nor carry any stock. 
You sell from Stewart literature. 
There is always a market for Stew- 
art Products. Write today for 
complete details. There is no cost 
and you place yourself under no ob- 
ligation. 





NCES 


The Stewart Iron Works Co., inc. 
537 Stewart Block 


CINCINNATI — OHIO 
«“World’s Createst Fence Builders Since 1886” 














AT YouR seERvice f 


rey 
Tue “Who Makes it” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
ite trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 
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GEORGE BRIGHT 


J. C. BRIGHT 


STANLEY BRIGHT 








a a 


J. C. BRIGHT 


Bright & Co. Approaches Century 
Mark in Hardware Business 


ACKING only a few years to- 
L ward a full century in the 
hardware business, the his- 
tory of Bright & Co. is the story of 
a family which for four generations 
has indelibly identified itself with 
hardware. The story begins in 1845 
in a small hardware store in Potts- 
ville, Pa., operated by George Bright 
and carries on to the present when 
in Reading, Pa., we find the Bright 
family actively engaged in the whole- 
sale hardware business. No longer 
a retail business, the firm now dis- 
tributes over a wide area such lines 
as tools, cutlery, builders’ hardware, 
guns, ammunition, paints, electrical 
appliances, electrical equipment, 
automobile accessories, etc. 

J. C. Bright, who entered his 
father’s store upon leaving Union 
College in 1861, was the second 
generation of the family to enter the 
hardware trade. It is perhaps only 
a twist of fate that the younger 
Bright joined his father in operating 
the hardware store. The Kansas ter- 
ritory was newly opened. Gold had 
been reported and the West was 
booming. It was a strong temptation 
for a young man and Mr. Bright con- 
sidered making the westward trek. 
Letters from the West were encour- 
aging and painted bright pictures of 
fortunes to be made in business. 

A letter from a friend, dated May 
5, 1859, urged Mr. Bright to go to 
Kansas and particularly to Leaven- 
worth which although then only four 
years old was humming with activity. 
**Pike’s Peak,’” he wrote Mr. 
Bright, “is no humbug, as gold is al- 
ready coming in small quantities and 
the first return express will bring 
10,000 people at least. Its effect will 
be the same as in California, of set- 
tling the county with a numerous 
population. The rush is immense 
now and the first considerable re- 
ceipt of gold will stimulate it great- 
ly. Business now is all cash but the 
influx of gold will lead to a credit 
system. 


“There are only three regula: 
hardware stores in Leavenworth, all 
doing a good business. There are 
numerous stove and tinware stores. 
The demand for hardware, agricul- 
tural implements, mining tools and 
all small hardware. must be large 
and the competition in this branch 
as yet is not great. A gentleman who 
has been in this place since its first 
settlement just told me ‘that there is 
more room for a hardware establish- 
ment in this city than any other 
kind.” Of course I can get nothing 
satisfactory from dealers in hard- 
ware. The grocery business and dry- 
goods are over done. I believe it re- 
quires women to make the latter pay, 
and there are not many women here 
as yet. 

“If you come to this city take 
hardware alone. If you go into the 
interior, you must keep all kinds. 
For hardware in this place you ought 
to have a large stock. I am told no 
hardware dealer in this place has a 
stock amounting to $10,000. and 
from a look at their stores, I should 
say about $5,000. The prices of 
everything, with the exception of 
what is raised here, are considerably 
higher than East. What is sold is 
sold at a good profit. Rents are 
enormous. You can not get a store 





G. HOWARD BRIGHT 
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for less than $700 per annum, any- 
way.” 

But despite the glowing picture of 
the prospects for establishing a hard- 
ware business in the Kansas terri- 
tory, Mr. Bright remained in Potts- 
ville with his father until 1880 when 
he moved to Reading. There. with 
Daniel Lerch, he established Bright 
& Lerch, which later became Bright 
& Co. Five years later a second store 
was opened in Hazleton, Pa.. as the 
J. C. Bright Hardware Co. 

In 1893 a jobbing business was 
started in Reading when G. Howard 
Bright. a son, joined with J. C. 
Bright. The firm’s wholesale opera- 
tions expanded so greatly that they 
soon overshadowed the retail busi- 


ness and in 1909 upon the death of 
J. C. Bright. the business was incor- 
porated. In 1914 it became exclu- 
sively wholesale and operated from 
quarters at Fifth and Penn Streets, 
in Reading. 

The following year Stanley Bright 
was elected president of the firm. 
succeeding G. Howard Bright who is 
now vice-president. When in 1917 a 
fire damaged the Penn Street loca- 
tion, the business was moved to 
larger quarters at Eighth and Elm 
Streets. where it is now situated. 
The fourth generation of the family 
to enter the business became asso- 
ciated with the firm in 1935. He is 
Joseph C. Bright. son of Stanley 
Bright. 





EXAMPLE | 


$.06 10 $.15 


Mill A Mill B mill € 


Base price $2.00 $2.05 $2.10 
Freight 06 10 1s 
PRICE TO CONSUMER — $2.06 
tlowes! delivered price! 
resulting front lowest base price 
and lowest freight rate 


THE ABC OF BASING POINT PRICES 


In four hypothetical examples, Business Week strips the basing point system 
of its academic complexities to show how it works in actual practice. 


EXAMPLE Il 


15 $.13 $.08 





Mill A Mill B mill € 


Base price $2.00 $2.05 $2.10 
Freight AS 13 08 


PRICE TO CONSUMER — $2.15 
resulting from lowest base price 
and highest freight rate 





EXAMPLE Ill 





Consuming 





Center 


Ps r ‘\ 


mill A mill B mill € 

Base price $2.00 $2.05 $2.10 

Freight 45 08 06 
PRICE TO CONSUMER — $2.13 


resulting from middle base price 
and middle freight rate 














EXAMPLE IV 


Consuming 


Center 


$.18 $.05 





I 
Mill A Mill B mill € 
Base price $2.00 $2.05 $2.10 
Freight 18 12 05 
PRICE TO CONSUMER =— $2.15 
resulting from highest base price 
and lowest freight rate 
© BUSINESS WEEK 














Millions of words have been written and thousands of diagrams have been 
drawn to explain how the basing point system of price-making operates. 
But it's really very simple if you remember your algebra. Let B = the 


f.o.b. mill price (of steel, cement, etc.) at the basing point; let F 


the cost 


of freight to destination. Then the price at destination will be that combina- 
tion of B + F which results in the lowest net delivery price. In all, there are 
six possible combinations of B and F which will establish the market price. 
Four are diagrammed above. The other two would be: the lowest base 
price plus middle freight rate, and middle base price plus lowest freight. 
Incidentally, the important thing to remember—always—about the basing 
point system of pricing is that although the cost to the consumer is based on 
f.0.b. mill prices, the buyer cannot go to a mill and pick up steel or cement. 


He must buy it delivered. 
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Newly-perfected,3-tum- 

bler locking mechanism 

Now you makes this famous Mas- 
| can ge f tercombination padlock 
trouble-free . . . gives 
it gfeater strength and 


| SCHOOL security, at a far lower 
| PADLOCK price than your custom- 


ers expect to pay for 
TRADE such high quality. Fea- 
ture Master padlocks 
. . . the locks that sell 
easiest and last longest. 
ORDER FROM YOUR JOBBER 









Wy EX 3 oe (oF ae Ge 


World [angert Exclurive Padlock Manufacturenrd 
MILWAUKEE, WIS.,U.S.A. 
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HE line of builders’ hard- 

ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 


Strap and Tee 
Hinges 





Screen Hardware 

















National Manufacturing Co. 


STERLING « - + ILLINOIS 


New PRICE LABEL 


BOON TO 


HARDWARE DEALERS! 


M USS, fuss, bother and expense, in 
the old problem of price-labeling 
hardware items has been completely 
eliminated by the remarkable new 
self-adhesive KUM-KLEEN Price 


Labels. 


KUM-KLEEN labels are applied on 
any smooth, dry surface without wet- 
ting ... are easily removable but 
hold indefinitely until removed and 
can be used over and over again. 
They are conveniently packed on 
backing ‘haterial for insertion in 
typewriter. Available in all conven- 
ient label sizes, packaged 1000 to a 
box. Send today for free samples. 
ee 


SIZES 
5/16" to 134" 
SHAPES 
Oval ® Round 
Rectangular 





@ Easily Applied 
Require No 
Moisture 

@ Instantly 
Removable 

Leive No Mark 

@ Keep 
indefinitely 

Do not Dry Out 

@ Adhere Firmly 


. D 
LABELS 
AVERY ADHESIVES 


334-336 East 4th Street 
LOS ANGELES, CALIFORNIA 
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American Hardware Manufactur- 
ers Assn. and the National Wholesale 
Hardware Assn. Oct. 17-20, 1938, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ group, and 
George A. Fernley, 505 Arch St., Phila- 
delphia, is secretary-treasurer of the 
wholesalers’ group. 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 
general manager. 


Contract Builders’ Hardware Dis- 
tributors, National Assn. of, Sept. 
20-22, 1938, at Wm. Penn Hotel, Pitts- 
burgh, Pa. Assn. office at 225-227 Fed- 
eral St., N. S., Pittsburgh, Pa. 


Hardware Golf Association, 13th 
annual tournament at Elms Hotel, Ex- 
celsior Springs, Mo., Sept. 15-17. R. A. 
Sundvahl, 321 W. Randolph St., Chi- 


cago, is secretary. 


Implement Dealers Assns., National 
Federation of, Oct. 11-13, 1938, at the 
Hotel Sherman, Chicago. Herbert J. 
Hodge, secretary Abilene Kan. 


Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely, 
915-935 Security Trust Bldg., Indianap- 
olis, is managing director. 





Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


National Small Business Men’s 
Assn. convention, Sept. 13-16, 1938, at 
Syria Mosque Temple, Pittsburgh, Pa. 
Assn. headquarters 163 N. Union St., 
Akron, Ohio. 


National Wholesale Hardware 
Assn. and the American Manufacturers 
Assn., Oct. 17-20, 1938, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary-treasurer of 
the wholesalers’ group, and Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
group. 


New York State Retail Hardware 
Association, annual convention and 
trade show at Hotel Syracuse, Syracuse, 
N. Y., Feb. 7-9, 1939. Secretary, John 
B. Foley, 508 Hillds Bldg., Syracuse, 
N. Y. 


Ohio Hardware Assn., Feb. 14-17, 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St., 
Columbus, is secretary-treasurer. 


Washer-Ironer Show, first annual 
exhibit sponsored by the American 
Washer and Ironer Mfrs. Assn. Stevens 
Hotel, Chicago, in January, 1939. 


Western Retail Implement & 
Hdwe. Assn., annual convention, Jan. 
17-19, 1939, at the Municipal Audi- 
torium, Kansas City, Mo. 


HARDWARE TRADE 


ontests OF INTEREST TO THE 





eo” 


THE SILEX CO., Hartford, 
Conn.— $5,040 distributed for best 
window displays of Silex glass 


coffee makers. Contest is classified 
according to city population and 
also to groups—dealers and depart- 
ment stores and utilities. For deal- 
ers: three first prizes of $250; three 
second prizes of $50, and 75 third 
prizes of $10. Jobbers’ salesmen 
selling winning stores receive prizes: 
three first prizes of $25; three 
second prizes of $15, and 75 third 
prizes of $10. More than one photo- 
graph may be submitted. Entry 
blanks available from jobbers’ sales- 
men. Contest begins Oct. 15 and 


closes Dec. 1, 1938. Entries must 
be mailed not later than Dec. 10. 


BEHR-MANNING CORP., 
Troy, N. Y.—$25, $15, and $10 
awarded for the three best photos of 
window displays trimmed with com- 
pany’s sandpapers or oilstones. Non- 
winning entries receive Crystolon 
Handy Sharpener. Company will pay 
particular attention to general ar- 
rangement and ease with which its 
products and names can be recog- 
nized. Entries made with glossy 
black print, 5 by 7 or 8 by 10 in. 
not later than Oct. 10. Address The 
Triangle, in care of the company. 
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Follow the LEADER 
in “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 


Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


Classified Opportunities Dept. 
239 West 39th St.. New York City 


HARDWARE AGE | 
| 

















= 
Distinguished 
The Drake offers every luxury 
and convenience of fine living 
on Chicago's Gold Coast, 


overlooking Lake Michigan. 
A. S. Kirkeby, Managing Director 


| 
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| full mark-up... 
| Selder by name from your j 





Sturdy BIT EXTENSIONS 





your customers be- 
cause it has no~ — = —. 
é iv othing to g 
no excessive parts. /\< : 
‘ull polish from en 
out of order. Fu o ‘ 
to end, oiled and wrapped - —- 
ini prews 
fresh finish. Two s8¢ 
ive maximum strength. — 
from 12 to 36 inches. Full dea 


discounts. 


A real value for 


“Ty” 
Mopet “D 

















MAY HEW sieivcrne ratte, Massachuserts 


Preference 
<<, INTO PROFITS 


Cash in on Gardiner Acid-Core Solder’s 


my. high tensile strength and consistent 
savings in time and material win and hold farm- 
ers, hi h holders, garages and other 
1, 5 and 20-pound spool buyers. The famous 
Gardiner Repair-All Household Package . . . 
priced to meet chain store competition with a 
will bring you the eream of the big home market. Order Gardiner 

. User preference assures record sales and profits. 


TURN Wiser 
SS 















4821 So. Campbell Ave., Chicago, Ill. 


PAINT 
eed SPRAYERS 
The LOW COST LINE 


Sold by hardware dealers everywhere! 
SEE PAGES 124-125 IN THE HARD- 
WARE AGE DIRECTORY NUMBER 


Write for complete catalog, price list 
and dealers’ discounts 


W. R. BROWN CORPORATION 











5724 Armitage Ave. CHICAGO, ILL. 





To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 
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DENISTON | 


**Lead Seal’”’” NAILS 


Get samples of this remarkable roofing nai! 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Seal’’—the lead under the head and down the 


shank actually plugs the natl hole with lead! ... 
Ask your jobber or write us for samples and dem 
onstrator blocks. 


The DENISTON Company 
4840 S Western Ave. 


CHICAGO, ILL. 






COOKS(@-eCM1LNAIL 
CLIPPERS 


The “Ansonia” 


Good looking, thoroughly 
dependable clipper re- 
tailing at 10¢! Smartly 





designed counter card 
comes loaded with 12. 
and sells them. At your 
inbber’s Catalog price 
sheet on request 


The H. C. Cook Co. 
27 Beaver St., Ansonia, Conn 





are most profitable. 
business 
Ask your 


Repeat sales 
Protect your wire goods 
with a stock of Hindleys. 
jobber today. 





SCREW EYES & HOOKS, GATE HOOKS & 
EVES, CUP & SHOULDER HOOKS, EYEBOLTS, 
WIRE FORMS—COTTER PINS. 


HINDLEY MFG. Co. (2730 STi, a. 1. 








The Original 
“iMORSESHOE MAGNET” 
HAMMERS 


steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
tS Hathaway Street, Bosten, Mass. 


R 
3 














Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 
CALF WEANERS 
BEST FOR 25 YEARS 

Mfrd. By 
QUINN WIRE & IRON WORKS 


BOONE, IOWA, USA 





Write for FREE Circular 








or 
CLASSIFIED 

OPPORTUNITIES 

+> Turn to Page 110 


q vs se = 
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Information regarding svurces of supply 


vided readers of Hardware . 


as proe- 
ige by the “Who Makes 


it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 


buyers. 


This editorial feature in each issue supple- 


ments the service rendered by the “Who Makes It?” 


issue. When writing to the 


firms mentioned, state 


that you secured your information from the Hard 


ware Age Directory Number. 


St. Louis. Mo.: Who makes capon- 
izing instruments? Webb Hardware 
Co. 

ANSWER: G. P. Pilling & Son 
Co., 23rd & Arch Sts.. Philadelphia. 
Pa. 

* * 

Loveland, Ohio: Who makes the 
Emerson riding plow? Sparks Hard- 
ware & Plumbing Co. 

ANSWER: J. I. Case Co., Racine. 
Wis. 


* * * 
‘ 


Vicksburg. Miss.: Who makes the 
Bain wagon? O’Neill-McNamara 
Hardware Co. 

ANSWER: Springfield Wagon & 
Trailer Co. 

* * % 

Williamston, N. C.: Who makes an 
electric iron that sprays steam for 
pressing? Williamston Hardware 
Co.. Inc. 

ANSWER: Steem Electric Corp.. 
1724 Lafayette Ave., St. Louis, Mo. 
* * * 

Harrison, N. Y.: Who makes the 
Hall-Mack medicine cabinets? Har- 
rison Hardware & Housefurnishing 
Co.., Inc. 

ANSWER: Hallenscheld & Me- 
Donald, 1344 W. Washington Blvd.. 
Los Angeles, Calif. 


Chillicothe. Il.: Who imports the 
Rocket English shells? Geiger’- 
Cash Hardware. 

ANSWER: Stoeger Arms Corp.. 
307 Fifth Ave.. New York. N. Y. 


* * * 


Fall River, Mass.: Who makes 
the Durabilt electric traveling iron? 
Munroe Electric & Supply Co. 

ANSWER: Winsted Hardware & 
Miz. Co.. Winsted. Conn. 


* %* 


Merrick. L. L.: Who makes the 
Jaynes patented floor broom? Yat- 
teau’s Hardware & Paint Co. 

ANSWER: Interchangeable Brush 
Co.. Inc.. 68 Jay St., Brooklyn, N. Y. 


* x * 


Lenox. Mass.: Who imports glas- 
Wind bells? Maskeli-Broderick Co.. 
Inc. 

ANSWER: M. Pressner & Co.. 
932 Broadway. New York. N. Y. 


% x * 


Campbelltown, Pa.: Who make- 
the Vel-Chamee polishing cloth? A. 
M. Brandt. 


ANSWER: John Ritzenthaler, 73 
Franklin St.. New York. N. Y. 
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MAKES IT?” 


The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products. etc. 


Martins Ferry, O.: Who makes the 
Go-Ite Aluminum fishing reels? Leo 
Craver Hardware. 


ANSWER: Go-Ite Manufacturing 
Co., Flint. Mich. 


* * * 
Emporia. Va.: Who makes the 
Griptite hose clamp? W. T. Tillar 
Co. 


ANSWER: Otto Bieber. Inc., 1819 
Broadway. New York, N. Y. 


* * * 
Florence, 8S. C.: Who makes Min- 
wax? Schofield Hardware Co. 
ANSWER: Minwax Co.. 11 West 
42nd St.. New York, N. Y. ~ 
eo * * 
Brooklyn, N. Y.: Who makes the 
charcoal pail camp Adolf 
Eccardt. 


ANSWER: United States Lock & 


Hardware Co.. Columbia. Pa. 


stove? 


* * * 


Jacksonville, Fla.: Who makes the 
Wittnauer watches? Florida Hard- 
ware Co. 

ANSWER: Longines-Wittnauer 
Co., Inc., 6 West 48th St., New York. 
N.. y. 

* *&* 

Clinton, N. Y.: Who makes the 
Easy hand lawn mower? Estate of 
H. J. Allen. 

ANSWER: Blair Mfg. Co.. Spring 
field, Mass. 

Charlottesville, Va.: Who make- 


the Red Mountain coal & wood 
range? Harris Hardware Co. 


ANSWER: Birmingham Stove & 
Range Co., Birmingham. Ala. 
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Tomah, Wis.: Who makes the Val- 
dura roof coating? Andres Hard- 
ware. 

ANSWER: American Asphalt 
Paint Co., 43 E. Ohio Street, Chi- 
cago, Il. 

McCone City. Mont.: Who makes 
a butchers’ block re-leveling ma- 
chine? Vern Hakes. 

ANSWER: Heath Manufacturing 
Co.. Inc.. 210 Lafayette Street, New 
York, N. Y. 

* * * 

Belfast. Me.: Who makes Domi 
nant metal polish? Fred F. Palmer. 

ANSWER: Dominant Products 
Co., 359 Pearl St., New York, N. Y. 


*% * * 


Hershey. Pa.: Who makes the 
Olympiad figure ice skates? Hershey 
Department Store. 

ANSWER: Olympiad Skate Co.., 
St. Paul. Minn. 


* % * 


Wanseon, Ohio: Who makes Gibbs 
Lustre boardtile for kitchen & bath- 
room walls? Home Owners Supply. 

ANSWER: Gibbs Boardtile Corp.. 
619 N. Curtis St., Chicago. Tl. 


* * * 


Chincoteague. Va.: Who makes 
the Smith’s welding and cutting out- 
fit? Conant Bros. Co. 

ANSWER: Smith Welding Equip- 
ment Corp., 2633 S. E. 4th St., 
Minneapolis. Minn. 


* * * 


Clarence, N. Y.: Who makes the 
Hoover potato digger? H. N. Roth- 
enmeyer Hardware. 

ANSWER: Syracuse Chilled Plow 
Co.. Inc., Syracuse. N. Y. 


PN ISIBLEHINGE 











SAVE TIME 


with 





these 





JOB 
s*” HUSTLERS 


CONN. VALLEY ELECTRICIANS’ BITS 
. are fast-working tools made to handle jobs 
accurately and rapidly. These bits are available 
in three styles ranging from 6” to 18” overall 
length. Sizes 10, 11 and 12. They cut clean and 
smooth—bore an inch with only nine turns. 


CONN. VALLEY SCREW DRIVER BITS 

. are manufactured of special tool steel, drop 
forged with concave points. They are accurately 
sized—fit screw slots perfectly. Made in 
from 14" 


5 sizes 


to %”. 


White for 










Connecticut Valley Wig. Co. 
Pe Cry ogy 


Extra 
Profits 
Your Way 


This modern, fast-selling hinge is in 
demand for all types of doors, case- 
ment windows, furniture, folding par- 
litions, ete. 

Write for details. 


Soss 
Mfg. 
Co. 


643 E. First Ave. 
Roselle 
New Jersey 





NEVER NEVER 






SEEN S S SAG 
NEVER NEVER 
HEARD TROUBLE 


LESS STOCK VARIETY TO CARRY— 
YET FILLS A GREATER VARIETY OF DEMANDS 
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Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
AW capitals, maximum, 50 words.... $4.00 
Each additional] word....... ‘ .06 


Positions Wanted 
i x | ase set solid, maximum, 
Bach - eee 
Allow Seven Words for K eyed Address or Your Address 


BOXED DISPLAY Gass 
Ge GRE aaccckscndccccaciccsceces 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions 15% off. 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise- 
ments. 


—_— @-— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
—~e— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 








15 days previous to date of publication. 


Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents. Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





NOTE 


Samples of Literature, Mer- 

chandise, Catalogs, etc., will 
not be forwarded. 
— @ = 

Address your correspondence and replies to 

HARDWARE AGE 
Classified Opportunities Dept. 
2398 West 39th St.. New York City 














HARDWARE 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 


PERSONNEL. OUR FILES 


industries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7-1802, 1803. 





Young Aggressive Credit Man 


can be of real service to up-to-date hard- 
ware manufacturer, jobber or re- 
taller. Eight years’ experience in responsible 
position with large New York Bank and at 
present with well-known electric refrigeration 
corporation. Married: age 28. References ex- 
changed 

Address Box D-72, care of HARDWARE AGE 

239 W. 39th St., N. Y. City 











SALESMAN NOW EMPLOYED BY LARGE 
peint company opening new accounts in \ etro- 
politan New York and New Jersey desires to 
make a change Address Box D-142, care of 
Harpwarke AGe, 239 W. 39th St.. New York City. 


EXPERIENCEI! SALESMAN KNOWS 
HARDWARE TRALE and industrial plants in 
Metropolitan New York area, desires to represent 
out of town manufacturer with fast-selling popular 
lines suitable for above. Address L. Stieglitz, 
1048 Union St., Brooklyn, N. Y. 





ENERGETIC AND 
MAN, 22 years old, 


AMBITIOUS YOUNG 
single, with driver's license, 
desires position. Has had eight years’ experience 
in the hardware, paint, plumbing and electrical 
supplies end also housefurnishing lines. Address 
Box 1)-138, care of Harpware Ace, 239 W. 39th 
St.. N. Y¥. City 





SALESMAN, 39 YEARS OF AGE, calling on 
hardware jobbers, chain stores, auto accessory 
chain stores and jobbers. Would like to have hard- 
ware lines that could be sold to above concerns. 
15 years’ hardware experience covering Illinois 
and Wisconsin. Address Box D-88, care of 
Harpware Ace, 239 W. 39th St.. N. Y. City. 





EXPERIENCED HARDWARE MAN, 14 
YEARS experience in large chain store organiza- 
tion and as owner of own business. 30 years old, 
married, desires position in Mid-west. Thoroughly 
experienced Hardware, Paints, Electrical, Plumb- 
ing. Shipping Room & Cleaning Supplies. Cap-ble 
of management of Hardware Department. Ad- 
dres’ Box D-139, Harpoware Acre, 239 W. 39th 
St.. New York City. 


SALESMAN NOW WITH JOBBER SEEKS 
better opportunity preferably with nationally 
known manufacturer. Age 38, married, good ap- 
pearance and physically fit. 16 years with job- 
bers and manufacturers. Experience covers all 
lines hardware including builders’ hardware con- 
tract work. Fully competent on blueprint work 
and takeoffs. Now located in New York State. 
Selary or salary and bonus arrangement. Address 
Rox D-140, Harpware Acer, 239 W. 39th St.. 
New York City. 
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INDUSTRIOUS, INTELLIGENT MAN, 42, 
WHOLESALE and retail experience, seeks pro- 
motional or sales job where conscientious effort 
and accomplishment will assure permanence and 
future opportunity. 15 years electrical specialty 
field. 4 years advertising and sales promotion. 
Nominal salary until results justify increase. Ad- 
dress Box D-136, care of Harpware AGe, 239 
W. 39th St.. N. Y. City. 

SALESMAN, AGE 30, M.LT. GRADUATE 
(Administrative Eng.), & years experience—2 
years Prod. & Cost Dept. large ship-building com- 
pany, 2 years cost statistician, 4 years selling 
housewares to department, hardware and house- 
furnishing stores, jobbers and institutional trade 
in the East, desires full time position with man- 
ufacturer of kindred lines. Exeellent references. 

Address Box BD-152, care of Harpware Ace, 239 
West 39th se. B. ¥. City. 

EXPERIENCED HARDW ARE MAN SEEKS 
EMPLOYMENT in store—understands hardware, 
paints, plumbing supplies, builders’ hardware and 
store arrangement. Key-maker, window dresser, 
chauffeur’s license. Electrical and general re 
pairs, manufacture window shades, window dress- 
ing. Exceptional over-the-counter salesman. Ca- 
pable and efficient. Best references. Willing 
worker—good ideas. Address Box D-137, care of 
Hartware Ace, 239 W. 39th St.. N. Y. City. 


wae L EG E MAN FIFTEEN YEARS’ HARD- 
V ARE — paint — housefurnishings’ experience. 
Twelve years owner retail store. A-1 all around 


mechanic, locksmith, electrical repairs. Able to 
| take full charge. Trim windows. Resourceful 
producer. Highest references, bondable. Road 


Also experienced real estate 
Moderate salary. 
239 W 


position considered. 
management and maintenance. 
Address Box D-131, cere Harnware AGE. 
39th St.. N. Y. City. 








ng Dovey bon ore na“et ass 


WANTED SALESMEN TO 
FLAMEMASTER ASBESTOS WICK in_ job- 
hing trade. Line nationally advertised. Few good 
territories still open. In writing. submit com- 
nlete qualifications and trade references. State 
territory covered. Note Flamemester advertise- 
ments in this issue. Address Triplewear. Pate 
son, N 

NATIONALLY KNOWN MANUFAC. 
TURER, ESTABLISHED IN _ 1865, desires 
salesmen, now calling on retail hardwere trade. 
to take on additional line on commission basis. 
Exclusive territory offered; several good terri- 
tories open. Salesman must be covering territory 
applied for regularly. Address Box D-191, care 
of Harnpware Ace, 239 W. 39th St., N. Y. City. 

MANUFACTURER WHO IS’) MAKING 
HIGH-GRADE house paint for its own consump- 
tion wishes to dispose of its surplus production. 
This will make a snlendid item as a side line 
because of low price and high quality. Only 
salesmen of highest standing will be considered. 
Liberal commission. Address Box D-149, care of 
Harpware Ace, 239 West 39th St.. New York 
City. 





REPRESENT | 





REPUTABLE NEW YORK PAINT BRUSH 
manufecturer has opening now for good side line 
salesmen. Prefer men calling on hardware, paint, 
lumber and department store trade. State age, 
territory covering, references and lines now han- 
dling. Address Box D-144, care of HarpWware 
Ace, 239 West 39th St., N. Y. City. 














EXPERIENCED MANUFACTURERS’ REP- 
RESENTATIVE DESIRES ONE or two addi- 
tional lines on commission. Has wide acquaint- 
ance amongst retail hardware trade and jobbing 
trade in Michigan. Address Box D-141, Harp- 
warRE Ace, 239 W. 39th St., New York City. 


SALESMAN-DISTRIBUTOR IN A_ POSI- 
TION to warehouse stock calling on Hardware, 
Paint and Variety stores in Metropolitan New 
York and New Jersey. Address Box D-143, care 
of Harpware Ace, 239 West 39th St., New York 
City. 


REPRESENTATIVE OF WELL-KNOWN 
MANUFACTURERS of Shelf Hardware and 
Builders’ Hardware can take on one more good 
line selling to the Jobbers in Michigan, Wisconsin, 
Minnesota, Towa, Nebraska and Dakotas. Ad- 
dress Box D-113, care of Harpware Ace, 239 
W. 39th St.. N. Y. City. 


LONDON SAFETY RAZOR BLADE MANU- 
FACTURERS are desirous of taking over the 
distribution of popular-priced American Dry 
Shavers showing good turn-over. Full particulars, 
catalogue. etc.. to Albert & Henry Bassat (Lon- 
don) Ltd., 52/54 Rosebery Ave., London, E.C.1, 
England. 


MANUFACTURER’S REPRESENTATIVE 
LEAVING SHORTLY FOR trip from Chicago 
to Pacific Coast, seeking few volume lines for 
sale to jobbers. Commission basis. I pay my 
own expenses. Write immediately submitting 
full particulars if interested. Address Box D-157, 
care of Harpware AGE, 239 West 39th St., N. Y¥ 
City. 


RELIABLE MANUFACTURER’S AGENCY 
COVERING MONTANA and Wyoming desires 
a few edditional lines applicable to the hardware, 
plumbing and heating, and industrial trades. Is 
interested particularly in major lines capable of 
producing substantial volume. Address Box 
1-153. Care ef Harpware Acre, 239 West 39th 
m.. H.. F. City. 


REPRESENTATIVE SALES ORGANIZA- 
TION LOCATED IN Philadelphia and operating 
through Southern New Jersey, Eastern Pennsyl- 
vania, and the states of Delaware, Maryland and 
District of Columbia seeks additional line. Com- 
plete warehousing fecilities and excellent refer- 
ences. Address Box D-146, care of Harpware 
Ace, 239 West 39th St.. N. Y. City. 
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ESTABLISHED SUCCESSFUL SELLING 
ORGANIZATION INTERESTED in acquiring 
for New York area items of proven merit in hard- 
ware or related field susceptible to intensive and 
intelligent merchandising. Would consider pur- 
chasing interest in company manufacturing such 
items or interest in small metropolitan area hard- 
ware jobbing company. Address Box D-159, care 
of Harpware AG, 239° West 39th St., N. Y 
City. 





EXPERIENCED SALES REPRESENTA- 
TIVE DESIRES MAJOR line or several lines of 
merit for Wisconsin, Minnesota, lowa, Missouri, 
Illinois and Indiana, to offer Hardware and Mill 
Supply Jobbers. Commission or salary basis. Has 
wide acquaintance gained through 15 years sell- 
ing experience in this territory References from 
buyers or present employers upon request. Ad- 
dress Box No. 7652-A, Harpwart Acer, 802 Otis 
Bldg., Chicago, Ill. 





LINE WANTED TOP NOTCH ONE line 
representative working Tenn., Ark., Okla., Kans.., 
Mo., Ky., Southern Ill, Southern Ind.. and 
Northern Miss. calling upon hardware jobbers, 
variety chains, department stores and premium 
accounts has son just out of college who will 
travel in automobile with him and seeks popular 
line that will not require many samples. Have | 
excellent high grade following and will “ssist son 
in establishing himself and produce desired re- 
sults. Commission basis. Address Box 1|-160, 
care of Harpware Ace, 239 West 39th St., N. Y 
City. | 

















WILLING TO SACRIFICE WELL-ESTAB- 
LISHED hardware business due to ill heelth. 
Business established 53 years ago in good college 
town of 6,500 inhabitants For full particulars 
write Mr. Ben F. Meyer. care Hibbard. Spencer, 
Bartlett & Company, Chicago, Ill 

MERC HANDISE WANTED-—I BUY FOR 
cash smell or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 





ACCOUNTANT & AUDITOR, SPECIALIZ- 
ING IN ACCOUNTING and tax service, for 
hardware, plumbing, electrical, heating, tinsmith 
and roofing lines. Books opened, halanced, sys- 
tems installed, taxes, financial and operating 
statements, and bookkeeping service. Moderate 
rates. Address Irwing I. Munz, = Gerard 
Ave., New York City. Tel. _Jerome 2454, 





PATENT RIGHTS FOR. SAL E, EXCLU- 
SIVE or on royalty basis, covering new herd- 
ware device--an engineered article definitely out 
of the novelty class—very little tooling. Home. 
commercial and industrial applications. To sell 








FOR SALE OR LEASE 
TO HEAVY INDUSTRY 


43 acres deep waterways and railroad facilities in 
Perth Amboy, N. J., midway between New York 
and Philadelphia markets, available to all super- 
highways 

To proper parties very advantageous terms will be 
offered 

Address communications RALPH E. SEAMAN, 
) Commissioner Revenue & Finance, Perth Amboy, N. J. 














from 10c to $1.00 according to size. Address G. 
Tonassen, 117-33 222nd St.. St. Albans, L. T., 


LARGE STORE FOR RENT: FLUSHING’S 
shopping center. Near Fair. Excellent location 
for retail hardware business. Site occupied by 
hardware business for twenty years; dealer now 
retired. No hardware store in vicinity. Nearest 
hardware store one mile. Sure fire opportunity 
for alert dealer. Low rent. Abraham Daniels, 

CY 


Keith Albee Bldg., Flushing, N. 


FOR SALE SUBJECT TO STOCK on hand 

a large quantity of builders’ and Shelf Hard- 
ware, prices no object. Hardware dealer or local 
representetive calling on the retail trade should 
write at once for detailed information. Address 
Box D-151. care of Harpware Acre, 239 West 
39th St.. N. Y. City. 


FOR SALE: HARDWARE, PAINT AND 
fishing tackle store. Sales $80,000.00 annually 
can be greatly increased. Attractive lease, latest 
system display fixtures, most attractive hardware 
store in city. Located in the very heart of busi- 
ness district in Florida’s best city Capital and 
reserves $25,000.00. Address Box D-158, care of 
Harpware Ace, 239 West 39th St., N. Y. City. 

WANTED—-MAN WITH KNOWL FE DGE OF 
hardware to manage established retail store in 
long Island on a_ partnership basis. Present 
owner occupied with other interests, intends to 
eventually turn over entire business to new part- 
ner. Voelue of stock and fixtures $13,000, $2,000 

$3,000 cash required. Ample security assured 
Write in full detail. State religion. Address 
Box 1-150. care of Harpware Ace, 239 West 
59h Se... N. Y. City. 











GENERAL HARDW ARE, F “ARM IMPLE 
MENT AND paint business; large stock regular 
trade, established 38 vears: going  lusiness 
serving large agricultural area, local Fr wore 
and educational center: Vermont town of refine 
ment, low overhead: terms or discount for cash: 
inquiries confidential, full particulars bv letter to 
responsible princinals. Address Box D-148. core 
of Harpware Ace, 239 West 39th St.. N. Y 
City. 

FOR SALE -M ANU F ACTU RING PLANT 
NOW OPERATING, ESTABLISHED © 130 
YEARS: WITH ALL MACHINERY FOR 
MANUFACTURING BORING TOOLS, EX- 
PANSIVE BITS. CLARK BITS. SOLID CEN- 





TER BITS. SHIP AUGERS, ETC. HAS TWO | 


WATER WHEELS OF 200  H.P. NEAR 


RAILROAD AND POST OFFICE. DISSOLV- | 


ING PARTNERSHIP. ADDRESS BOX D-155. 
CARE OF Harpware Ace, 239 WEST 39TH 
St... MF. SUPE. 


WANTED—A LINE OF METAL specialties 
of new and distinctive design (patented items pre 
ferred) for development, manufacture and sale by 
a well established manufacturer of Wire and 
Strip Steel Specialties located in Central New 
York State. Prefer articles that require nickel 
or chrome plated finishes and retailing at popular 
prices. We solicit contact with companies or in 
dividuals that will consider arrangement on a 
royalty or license basis. Articles submitted must 
have opportunity for large regular volume. Ad 
dress Box D-156, care of Harpware AGE, 239 
West 39th St.. N. Y. City. 











BUYER—TOOLS AND GENERAL HEAVY 
merchandise for wholesaler in East. Hard worker 
needed with knowledge and experience. Write 
fully in strict confidence—age, experience, with 
whom connected, salary expected, etc. Address 
Box [!-147, care of Harpware Ace, 239 W. 39th 
Se.. N. ¥. City. 


ESTABLISHED MANHATTAN APART 
MENT HOUSE SUPPLY desires experienced. 
competent outside salesman with following 
amongst real estate owners, management offices, 
institutions, etc. Real opportunity for right man 
State all qualifications fully. Our men know of 
this advertisement. Address Box 1-145, care ot 
Harpware AGE, 239 West 39th St., N. Y. City. 


SALES AND MERCHANDISING MAN- 
AGER WANTED by nationally-known manufac 
turer of stoves and ranges. Must be able to put 
over a hard-hitting, business-building campaign 
Work with salesmen. Show them how to build 
volume. Must be advertising minded. Indicate 
age, experience, religion, minimum salary ex 
pected, and all other necessary requirements. <A 
erand opportunity for the right man. Address 
Box D-154. care of Harpware Ace, 239 West 
39th St., N. Y. City. 


WANTED SALESMEN: SEVERAL YOUNG 
MEN between 21 and 35 who wish to make 
permanent connection as traveling salesmen, on 
profit-sharing basis with national distributor of 
general hardware and associated items. Single 
men preferred, but willing to make justified ex- 
ceptions. Must have from two to five years’ prac 
tical hardware experience in retail hardware store. 
Must own or be able to obtain automobile. Must 





be able to make bond. Must be willing to start 
on moderate expense allowance. Unless you have 
the above qualifications, please do not apply. Give 
full particulars of your business history in first 
| letter. All replies will be held strictly confi- 
| dential. Address Box D-134. core of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





The Story of the 


“WANT AD” 


4 Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver- 


Year after year HARDWARE AGE has led its field 


in the volume of classified as well as display adver- 


a valuable aid in bringing together buyer and seller. 


employer and 


tising published. 9 Its classified columns have proven 


hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


employee. Those who contact the 





tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is most widely and thoroughly read 
in the hardware trade. 


HARDWARE AGE 
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IEZCO. 
helps you step up sales 


= with these big headline 
features of 


OLK JOINT 


(Patent No, 2,038,389) 


Stove Pipe 


Customers want this stronger, 
tighter, easier-to-lock pipe 


Here’s the stove pipe that helps you get your 
share of the business — and then some! 
Milcor’s exclusive construction features — 
big talking points — make LockJoint the easy- 
to-sell champion in the field. 














Exclusive 
selling features 


Show your customers the Locking Device 
s (you lock it with your hands), the new Non- 
CLOSED Slip End Lock, the Short Fade-Away Crimp, 
the snug fit that eliminates the danger and 
unpleasant odor of leakage. They can tell ata 
, one glance that here is the easy-to-handle, strong 
a ia pipe they want. 


— 
CLOSED 





LockJoint, available in all standard sizes, is 
made from the finest metals. Get your Lock- 
Joint profits this season. 


Locking Device.Locks 
1 easily by hand. Insert 











up-and-down move- 
ment of lock. Prongs 
on locking tongue fit con- 
cealed slot. 


notched edge into op- 
posite groove, forming 
tight seam, Can‘t pull apart. 


Non-Slip End Lock. 
2 New feature prevents 


Order a stock from your jobber now. 
H64 












Short Fade-Away The holdin 
. g power ® 
Crimp. Edge turned in of the Milcor Fade- | fe 
slightly for easy fit- AwayCrimpisdem- © = he 
» _ ting. Crimp fades away onstrated at right. 9 

rapidly, giving wide, smooth Threelengths of 28- | | 
surface which assures tight gauge stove pipe | *e 
assembly. support almost 100 |» et 












pounds without 


“ Corrugated elbow and 
sagging. 


adjustable elbow, part 
of complete assortment 
of accessories. 















MILCOR:; STEEL COMPANY 


MILWAUKEE, WISCONSIN CANTON, OHIO 
Chicago, IIL Kansas City, Mo. La Crosse, Wis. 





SEPTEMBER 8, 1938 113 











(SELLING IN VOLUME! 


cee banaes nae FULTON No. 185 
Airmoisteners 





owner of a steam, 
hot water or vapor 
plant is your pros 
pect for several of 
these New Air 
moisteners! Attrac 
tively designed, 
gives increased cir 
culation of healthy, 
moist air. Sell one 
for every radiator 
Fulton's low-priced 
Humidifiers for \, 
warm air furnace “3S 
registers moisten 
the air and pre 
vent excessive 
smudging of walls Ww 
and ceilings. 





rite for Complete Information 


PATENT NOVELTY COMPANY 
305 Eighth Avenue Fulton, Illinois 
New York San Francisco 

















Chicago Denver 
1150 Broadway 192 N. Clark St. 1518 Araphoe 1128 Mission St 
































Concen- 


trate on the Bos- 
ton line. A complete, 
well-balanced combina- 
tion of seven standard 
nationally known brands. 
Meeting every need at every £ 
price. Each brand a leader. — 


The BOSTON Line | 
of GARDEN 4 
HOSE 
























counter sti 0 ae will brio 
rt ta in tised to 
Ces rapiiy mounting fonally #200 
substant!® 
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Genuin° DOMES 2 SILENCE 


SLIDE SILENTLY - SOFTLY - SMOOTHLY SILENTLY - SOFTLY - SMOOTHLY 


ae eee 


SOc SET-10c SET 10cSET SAVE FURNITURE 
& FLOORS-CREATE QUIET 
(Ep of Silence 


Nome Oomes 


Domes of Silence 
Rubber Cushion Glides 
> arb E 


Ask your Jobber. If he is not supplied write to 


COMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 
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CASTERS 


86% more BALL BEARINGS 
Provide Easier ee | 


FAULTLESS CASTER CORPORATION» 
EVANSVILLE, INDIANA 
Branches in Principal Cities Canada Factory: Stratford, Ontario 





Yet ev 
electric 
combin 
is mad 
budget 


This t 
mand. 
out of 
the “LI 
ally tw 
offers 
tadical 
numbe 








YOU’LL SELL MORE CAN OPENERS 
With the New 





EDLUND DISPLAY STAND co 
Made of wood to assure durability and P. 
finished in attractive colors this new Exclu: 
stand is a money maker because it tising 
shows exactly how the No. 4 house- Write 


hold models in the famous Edlund 
Can Opener line are attached to the 
wall and table. The display takes but 
little space, the wall attached style 
fastened on one side and the table at- 
tached on the other. This is some- 
thing entirely new in the display field, 
and dealers will profit by using them. 
Ask your jobber or write direct. 


Edlund Company—Burlington, Vermont 
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MUO HOUEN: NCE 


RURAL ano CITY 
LECTRIFICATION CREATES 


MARKET For NEW 
, [COOKING APPLIANCE 


Retail Price 
Far Under Competition 
“Full Number” Mark-up 
for the Dealer 




























Price Appeals to 
Low-Cost Home Owners 





Many homes in both city and rural markets 
need auxiliary heat in the kitchen during 
cold months. Such heat is ideally provided 
with a coal or wood fire which economi- 
tal housewives will also use for cooking 
purposes in this new range. 


Yet every woman has the desire to cook 

electrically. That is why this complete, 

combination coal-wood and electric range Portable electric even clement with 
two positions . . . for broiling or oven 


is made to order for homes with limited baking. So éslent that babicg. tame 
b d perature is reached in 14 minutes from 
udgets. cold start. 18” x 18” broiler pan and 

tray standard equipment. When heat- 
ing the oven with coal-wood fire, just 
pull out the eleetrie unit. 













This type of appliance is already in de- 
mand. But, heretofore, prices have been 
out of reach of the mass market. Although 
the “Dutch Oven” Combination is virtu- 
j ally two appliances for the price of one, it 
offers all the features of both, plus some 
radically new ideas. If it were not a “hot” 
number, Globe would not have built it. It 
has everything—including “number mark- 
up.” A sample order will convince you. 





1 TWO RANGES IN ONE 6 Life-long, concealed electric 
Full sized electric range top unit—3 speed—3 vessel ca- 
Full sized coal-wood range pacity. 


2 Porcelain Enamel Finish 7 Extra large firebox for coal- 
3 Rock Wool Insulated Body wood. 


4 18” x 19” removable, porcelain 8 
enameled oven. 


5S 3000 Watt Electric Oven Unit 
with Thermostatic Control 9 Electric Utility outlet 


AND MANY OTHER FEATURES 


Exclusive “Dutch Oven” 
Retained Heat Cooking 






Exclusive franchises available with adver- 
tising help and C. I. T. finance plans. 
Write or wire for details. 


GLOW BOY AND RAY BOY HEATERS 


























FOR OIL 


Generate more heat—size for size—than any 
other oil heaters. Scientifically designed 
burner, without wick or moving parts, burns 
distillate or fuel oil with absolutely clean 
flame, at low, medium or high fire. New Syn- 
chronized Control provides simpler, safer, 
more convenient operation. 





FOR COAL—WOOD 


Combine every advanced feature that can add 
to heating efficiency and economy. Heaviest 
heater firepots built. Heat Radiating Fins 
increase capacity without increasing size of 
heating unit. Proved through years of service 
to out-perform and outlive any other heaters 
on the market. 
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Shapleigh National Series No. 2187 HARDWARE AGE 








